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The new March ARB shows 


WJIM-TV 


has increased it’s audience in 


FLINT 


Michigan’s second market by 


63% 


during the past twelve months! 
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(Sunday through Saturday . . . 9:00 am - Midnight) 


Now .. . more than ever . . . WJIM-TV dominates Mid-Michigan! 
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Dominant in Mid- Michigan for twelve years! Oth 
ASK YOUR BLAIR TV MAN ee 


cincinnati. A eet ae nm sin li ities 


July 24, 1961, Television Age 3 











Last seen on the CBS Television Network 
capturing big audiences (3-year average 
Nielsen rating: 24.7)...and big long-term 
network sponsors (Brown & Williamson 


Tobacco, Kimberly Clark, Bristol-Myers). 
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Advertisers and salesmen see problems, but indicate 
| fall business will exceed last year’s 
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Network advertisers are satisfied with fall schedules, 
own choices in particular 





LANSING 
JACKSON 
BATTLE CREEK 













36 UNORTHODOXY IN ORBIT 










Papert, Koenig, Lois, with offbeat techniques, goes from 
zero to $10 million 


SHOOTING AT NIGHT 


On location, from start to finish, as Revlon completes 
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a ‘spectacular’ color commercial 


THE PLAY’S THE THING 





Will's wild and violent historical dramas won friends 


for Standard Oil of New Jersey 





A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks x : ’ : 
all three with a city-grade signal and scores Complete listing of the first 500 clients, with their 
big in a lush outstate area. agencies, account executives 
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The customers always write Digest of national activity 
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JACKSONVILLE 
GROWS, SO GROWS 
Great changes have taken place in Jacksonville. THIS STATION! 


New, multi-story buildings tower along the river WFGA-TV Captures the ““New’’ Jacksonville 
front. Broad expressways now link the expanding With a 50% Share-of-Audi 

suburbs with the revitalized downtown area. WFGA- = a 

TV is proud to be the choice of this dynamic 

“new” metropolitan Jacksonville, with a major 

share-of-audience from 9 a.m. to Midnight*. Your 

PGW Colonel will be glad to describe the growing 

dominance of WFGA-TV in the progressive North 


Florida -South Georgia-Jacksonville market. 
*March ARB 
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JACKSONVILLE 


REPRESENTED NATIONALLY BY 
PETERS, GRIFFIN, WOODWARD, INC. 





RAVES, RATINGS AND ALL THAT GREAT JAZZ 


NOW—ALSO FOR FIRST TIME SYNDICATION: 


= MR. LUCKY 
» YANCY DERRINGER 
» WIRE SERVICE 





The show that started it all and is still 

the best of them all—Peter Gunn, the 

private eye with an ivy league profile and 

a sophisticated approach to danger—urbane 
story lines and some of the most fabulous 
jazz of our time by the great Henry Mancini. 
After three swingin’ years on NBC and ABC— 
sponsored by national advertisers—now 
available for syndication! Call, wire or write 
the audience is pre-sold coast to coast 
Created and produced by Blake Edwards 


N OFFICIAL 
STARRING CRAIG STEVENS é ge FILMS, INC. 


WITH HERSCHEL BERNARDI AND LOLA ALBRIGHT 724 FIFTH AVENUE, NEW YORK19,N. Y., PLAZA 7-0100 





























































10 July 24, 1961, Television Age 








Letter from the Publisher 


An Outstanding Job 


The Television Bureau of Advertising has done an outstanding 
job. It has brought many new advertisers into the business. Its 
presentations over the years have been dramatic and exciting. Its 
clinics on local selling have been constructive. It stands foursquare 
with a good record. The money expended is a wise investment. 


When TvB was launched in November 1954 there were several 
industry leaders who felt that the bureau should be organized to 
sell spot television. Others felt that TvB should be an all-industry 
effort. This journal supported the latter view, feeling that as the 
new promotional arm of the television business TvB should have 
unified industry support. 


We believe the time has come to change the original concept of 
TvB and for the organization to concentrate on selling spot tele- 
vision. The television business has changed a great deal in the past 
seven years. The magazine concept has become one of the major 
factors in selling network. The 40-second break is one of the most 
important developments in the 12-year history of television. In 
order to keep pace with these developments, the time is at hand 
when TvB should channel all of its efforts into selling spot tv. 


Free to Do a Better One 


TvB has achieved a million-dollar-a-year budget. The network- 
owned stations would want, we are sure, to join in the effort to in- 
crease spot billings. This is consistent with the networks’ own 
thinking, since some of the most aggressive and creative presenta- 
tions on spot have come out of CBS and NBC Spot. TvB, therefore, 
would be free to do the job in spot that no individual rep or station 
could possibly do. TvB would have the freedom to go after ac- 
counts with a constructive approach, make specific proposals, “‘ask- 
ing for the order.” By inducing more advertisers—many of whom 
are now using print—to use spot television, the entire business 
would benefit. Since spot represents almost 50 per cent of the total 
revenue of television, it occupies a position of importance that 
keenly affects network-affiliate relations. When a station is doing 
well in spot, it is in a position to do a better all-around job, and 
therefore is a stronger network affiliate in its market. 


In the next decade there will be new market concepts, new prod- 
ucts, new distribution patterns. TvB would be in an advantageous 
position to tailor its presentations to take advantage of these de- 
velopments. 


The bylaws of TvB would have to be changed under this pro- 
posal. We predict that if the proposal is submitted to the member- 
ship it would be overwhelmingly approved. 


Cordially, 
by ful 


























Ask your PGW Colonel to show 
you PERSPECTIVE ’61 — a 
quantitative study of South 
Florida media. 











It takes four newspapers... or nine radio stations... 
or the five top national magazines . . . or two other tele- 
vision stations . . . to equal the intensity of daily penetra- 
tion which WTVJ-Television alone delivers to its hundreds 
of advertisers. Consider this significant fact as you plan 
your Fall-Winter advertising schedule for South Florida. 


TELEVISION IN 
SOUTH FLORIDA 


South Florida’s Largest Daily Circulation 
A Wometco Enterprises, Inc. Station 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. f=) 





“Vive la difference!” 


In plain English, what makes the big difference in any sales picture is women! 
And in Philadelphia, CBS Owned WCAU-TV talks to more women than any 
other medium in the market. Specifically, WCAU-TV delivers 1,572,700 more 
women impressions per week than the second station (June ARB). 

Start translating advertising into sales with Philadelphia’s most effective 
sales medium. You'll appreciate the difference...definitement! WCAU-TV 


Represented by CBS Television Stations National Sales 
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Eats Ce 


J.Edgar Hoover, Director 
FEDERAL BUREAU OF INVESTIGATION 


+ " eo alt 


TURN DOWN GIFTS FROM STRANGERS! 


AVOID DARK AND LONELY STREETS! REFUSE RIDES OFFERED BY STRANGERS! 


WLOS-TV recently created an on-the-air children’s 
poster contest to publicize the FBI’s campaign alert- 
ing the public to the problem of child molestation. 
Children were urged to create posters illustrating 
the rules they should follow to play safe. The winning 
posters in the contest were chosen by J. Edgar Hoover 


WLOS-TV’s contest was a tremendous success, and 
throughout the Carolina Triad, schools and organ- 
izations have taken their cue from WLOS-T'V in 
planning similar programs of their own. 


In the Carolina Triad, WLOS-TV is synonomous 
with public service! 


WLOS-TV 


Serving 


GREENVILLE — ASHEVILLE — SPARTANBURG 


A Wometco Enterprises, inc., Station 


Represented by Peters, Griffin, Woodward, Inc. Southeastern Representative: James S. Ayers Co. 








In PITTSBURGH 


Take TAE 


and see 


how to be a 
champion in the 
city of champions! 


Champions always lead the 
league in averages. Your 
product can do it if you 
choose the top team, WTAE. 
Find out exactly how far 
WTAE is ahead of the oth- 
ers in Pittsburgh by check- 
ing your Katz man for the 
averages. Also, ask him 
about the overwhelming 
switch to WTAE by the 
most knowing local adver- 
tisers. It’s hard to stop a 
trend, and the overwhelm- 
ing trend in Pittsburgh is 
to the Pittsburgh Televi- 
sion Champion, WTAE. 


BASIC ABC IN PITTSBURGH 


BIG TELEVISION IN PITTSBURGH 


CHANNEL 
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Letters 
to the 
Editor 


Allocations 

Anent your “Letter from the Pub- 
lisher” (TV ace, May 29), anything 
that can be done to bring practical 
thinking into the question of break- 
ing down television channels is a pub- 
lic service of the first order. 

Of course, everyone in the industry 
who raises his voice against breaking 
down allocations immediately is un- 
der suspicion of being a dog in the 
manger. But there is another party 
in interest—the public. The public’s 
right to good tv signals are paramount 
and override those of the (Federal 
Communications) Commission and 
the existing station operators. 

Thank you for so clearly outlining 
the case. 

A. H. KircHHOFER 
President 
WBEN-TV-AM-FM Buffalo 


Audience Dimensions 

. want to express my thanks for 
the fine treatment you gave to our 
latest survey 
(“Tv and the Mortgagee, “TV AGE, 
June 26). 


audience-dimensions 


Rosert M. HorrMan 

Director, Marketing and Research 
Television Advertising 
Representatives, Inc. 


New York City. 


News Operation 
Thanks for the wonderful piece on 
woar-Tv News (“ ‘Front Page’ Re- 
written,” TV-AGE, June 12). This rec- 
ognition was a fine morale builder 
for everyone involved with our news 

operation. 

Watt Bopine 
News Director 
wpaF-Tv Kansas City 


. your reporter developed what 
we feel is an excellent picture of a real 
fine news operation. His probing 
questions and genuine interest im- 
pressed the wpaF staff, and the fin- 
ished product made them even more 


aware that they had been dealing 
with a real pro.... 

Dan BeLLus 

Director of Advertising and 

Promotion 

Transcontinent Television Corp. 

New York City 


Casting Department 
. .. I thoroughly enjoyed reading 
. the article (“The Important 
Anonymities,” Tv-AGE, June 26). You 
did an excellent piece on a much-dis- 
cussed subject. I’m glad to have read 
the comments of my fellow casting 

directors. 

Lucite Mason 
Casting Director 
Compton Advertising, Inc. 
New York City 


Viewpoints 

. . . | don’t see how your column- 
ist (Viewpoints, TV AGE, July 10) 
can arrive at the conclusion that Play- 
house 90 died because of its quality, 
which is what he is really saying. An 
increasing emphasis on “the harrow- 
ing, on the depressing, on the heavy, 
the ‘downbeat,’ the melancholy,” may 
be another way of saying that there 
was a continuing attempt to do new 
and unusual things. . . . 

Finally, a word about the network: 
it had the courage to put the series 
on the air, and it had the courage to 
allow experimentation. To say that its 
program people were afraid of the 
“writer-producer-director bloc” is to 
indulge in doublethink, especially 
when you consider what had to be 
braved to put the series on the air 
each week. 

NAME WITHHELD 


I have absolutely no idea who GBR 
is except that he wrote a marvelous 
article (Viewpoints, TV AGE, July 10). 
At last someone has written a really 
sensible, enlightening article on the 
whole agency-network-FCC involve- 
ment on programming. 

Whoever he is, I hope he keeps on 
writing, and I certainly hope he will 
come before the FCC hearings in the 
fall when agency and network peo- 
ple will finally have a chance to talk. 

ALEXANDRIA FAULDS 
Compton Advertising, Inc. 
New York City 
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how to be a champion in the city of champions! 
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BIG TELEVISION IN PITTSBURGH 
CHANNEL 4. 


BASIC ABC IN PITTSBURGH 
REPRESENTED BY THE KATZ AGENCY 
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PBC 


iS proud 
to be in 
Broadcasting 
SR ee 


Broadcasting is the industry that in one 
evening brought Shakespeare to more people 
than had ever before participated in this ex- 
perience. Broadcasting has often made a mag- 
nificent contribution in the areas of public 
discussion, and personalities from all over the 
world have been brought to its microphones 
and cameras. This is the industry that presents 
great orchestras, fine plays, great entertain- 
ment, play-by-play accounts of exciting athletic 
contests, outstanding news events the moment 
they happen, invaluable assistance in emergen- 
cies, and a thousand other programs which are 
enlightening, desirable, and which offer new 
hope amidst the sometimes tawdry and cheap 
aspects of American life. 

Broadcasting is an industry with great 
power and potential for good. (Taken from 
comments by Herbert E. Evans, President, 
Peoples Broadcasting Corporation, to Federal 
Communications Commission.) 


ee 
PEOPLES 


BROADCASTING CORPORATION 
246 North High Street ¢ Columbus, Ohio 


WNAX, Yankton, S. D. WMMN, Fairmont, W. Va. 

WTTM, Trenton, N. J. WGAR, Cleveland, Ohio 
WRFD, Columbus — Worthington, Ohio 
KVTV (TV), Sioux City, lowa 


A subsidiary of Nationwide Mutual Insurance 
Company, Columbus, Ohio 














Bates Dissolves New Creative Unit 

Ted Bates last week quietly folded up an organizational 
innovation started six months ago which, outsiders 
thought, was meant to give the agency a new, indeed a 
creative, look. The innovation was the establishment of 
a group of highly talented creative coordinators experi- 
enced in all phases of copy, art and production. The 
coordinators were to break through the departmentalized 
set-up at Bates to insure that a concept was not only 
produceable but that it would not be lost in the depart- 
mental shuffle, that it would be grasped by all parties. 


Percale Perks on Tv 

For the first time since the department-store “white 
sale” became a U. S. summer tradition a major manu- 
facturer is airing its August linen on tv. Starting today 
(July 24), Utica-~Mohawk Sheets, a division of the J. P. 
Stevens Co., opens a live tv linen campaign in 11 major 
markets across the nation. Tailored to each market's re- 
quirements, the live commercials use strong women day- 
time personalities to point the way to the local department 
store. Viewers can feel actual swatches of material in tie- 
in campaign in House Beautiful and House and Garden. 


Agency is Fletcher Richards, Calkins & Holden, Inc. 


Tv Marks Maturity 

Papert, Koenig, Lois, Inc., the yearling agency which 
has nearly 40 per cent of its present billings in tv, expects 
that wiih increases in “old” accounts and new additions 
to the family, the tv part of the pie will amount to well 
over 50 per cent as the agency passes the $10-million 
mark this fall (see page 36). 


Gillette May Drop Spot, Then Extend It 

The Gillette Co., with heavy spot schedules running in 
18 markets to complete its coverage in areas where ABC- 
TV’s Fight of the Week is not carried, is thinking of elimi- 
nating those spot schedules throughout October, Novem- 
ber and December. The company feels that it will get 
sufficient additional yardage through its sponsorship of 
NCAA football over ABC-TV during those months. In 
January, says a Gillette spokesman, it will be back in 
spot, “probably with a larger group of markets.” 


P&G May Cut Back on Daytime Buys 
Latest rumor about Procter & Gamble Co. is that the 
giant advertiser is planning to cut back on daytime net- 


work investments this fall so that it can place more money 
in prime evening time. Thinking behind P&G’s move, ac- 
cording to one agency source, is partly to take advantage 
of the numerous network participations still available at 
a good price, and to meet new competition in hours 
which were once the domain of only the biggest spenders. 


ome mn set ie Tele-scope 


Pre- or Post-’48—Viewers Don’t Seem to Care 

Only about a third of viewers of motion pictures on 
television even know what the term “post-’48” means, ac- 
cording to a special study conducted by The Pulse, Inc., 
for this magazine. The figure seems to support the old 
saw that it isn’t the date but the quality of the movie that 
counts. The full study will be published in a forthcoming 
issue. 


The Green Machine 

“Look for the Green Machine” is one of the campaign 
slogans for Policy-matic, a new insurance-vending ma- 
chine that for eight bits coughs up $7,500 worth of land- 
travel insurance good for seven days. The machine, now 
in mass production, is being planted in strategic spots 
along highways and in terminals. Though the campaign 
is now in week-end radio, newsprint and outdoor, client 
and agency are gearing for tv next month if early success 
continues. 


Spreading It Thick 

The most dramatic example of the trend to network 
participations is the buying of Alberto-Culver, Inc., man- 
ufacturer of toiletries, which has a $15-million advertis- 
ing budget for 1961. With just part of that money the 
company has found it possible to invest in 18 different 
network programs as well as a schedule of spots in 30 
key markets. Compton Advertising and J. Walter Thomp- 
son are the agencies. 


More New Commercial Houses 

For several years commercial producers tended to 
merge and get bigger. A slight decentralization began 
when HFH folded and two new companies were formed. 
Now more new companies are springing up like dragons’ 
teeth. Recent new logos in the field count: Tele-Video 
Productions, Inc., Phoenix Studios, Miller-Shaw Produc- 
tions, Creston Studios, D & R Productions and Ferro, 
Mogubgub & Schwartz. 


Cartoonist Clash? 

The east-coast and west-coast branches of the Screen 
Cartoonists Guild seem to be at odds over contract differ- 
ences and enforcement. Cut-rate west-coast freelance 
animators are stealing some tv theatrical work from the 
east. (Details in Film Report, page 42.) 


Canadian Market Justifies Higher Rates 


The growing importance of the Canadian market has 
been dramatized in recent days by a large number of 
hefty rate increases for stations north of the border. 
CBS-TV raised the hourly rate on 14 stations, and ABC- 
TV followed suit with a like number of outlets. 
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Three ratings in a row tell the same story —in Milwaukee, 
Channel 6 is first choice with viewers during prime time . . . and it’s growing! 
Its shares, seven nights a week, 6:30 to 10:00 pm: 


39.3—ARB, May ’61 35.8—Nielsen, May ’61 40.2—ARB, June ’61 
- * 
witi-tv 


Represented by Storer Television Sales, Inc. Milwaukee 
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Business barometer 


National spot business for May not only reversed its downward course of the previous 
month but showed a particularly marked contrast with the decrease in April 
totals by achieving the biggest fifth-month gain since May 1954. 





Spot billings for this May, in fact, were so strong that only a fraction of a per 
centage point stood in the way of their equaling the highest May totals regis- 
tered by this category during the seven years of Business Barometer reports. 














The gain in May over April for NATIONAL SPOT 
spot_was 6. 5_per cent, 4 month-to-month and year-to-year comparison 
a healthy recovery from May June July Aug Sept Oct Nev Dec dan Feb Mar Apr May 





the 3.2-per-cent decline ' < : ; : — 200 
from March to April. And | | | 

in chalking up the rise : 

May business came to 
within 0.4 per cent of 
the high-water 6.7-per- 
cent May-over-April 
figure of 1954. 


190 


180 


Since the inception of the 
Business Barometer sur- 
vey in TELEVISION AGE in 
1954 May has shown it- 
self generally to be a 
good period for spot 
business. The advances 
have never been as im- 
pressive as those in 
March and in the tradi- 
tionally strong fall 
months of September and 
October, but there have 
been decreases in only 
two years. on 
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—— . : - + 4 : + : 130 
Solid line represents past 12 months; dotted line, a year earlier. 
Business Barometer records 
reveal that the two slumps came in May of 1957 and 1959 when this division of 
television business was under April totals by 1.2 per cent and 2.2 per cent, 
respectively. 








Spot in May 1960 was 2.8 per cent ahead of that in April; in 1958 there was a 
similar gain of 2.8 per cent; in 1956 it was up 4.9 per cent; in 1955 the 


+ 


climb was 3.8 per cent, and in 1954 it was the aforementioned 6.7 per cent. 








Although spot had its second best May in the past seven years, the increase over the 
same month in 1960 was, however, only half that of the May ‘60 increase over 
May '59. This May was ahead of a year ago by 5 per cent, as compared with a 

10.1-per-cent rise for May 1960 over the equivalent month in 1959. 





The next Business Barometer report will be on network and local business for May and 
will be published in the August 7th issue of TELEVISION AGE. 





(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 





July 24, 1961, Television Age 21 


THE SWEETEST PROPOSITION IN TELEVISION 


BEAUMONT ' ORANGE 


PORT ARTHUR 


People in the heart of the swinging Industrial Gulf @ South are learning their ABC’s of tele- 
vision through the new exclusive ABC-TV outlet - Channel 12 KBMT-TY - Beaumont ,Texas 


Channel 12 is covering the rich expanding Gulf market like a sunburst. It’s a fact - the 


only thing that gets into more homes in this rich Industrial market is the sun! 


188,000 T V HOMES $406,186,000 RETAIL SALES 
ARB SALES MANAGEMENT 


O10) 8 WN On MC) 8 @) 01 Ci ae ore LO) (C11 8 0 GO) BY 
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Problems and Profits 

As pointed out in this issue’s fall 
network report (see page 32)—and 
as well known since early spring—a 
goodly portion of the coming season’s 
schedules was sold far in advance. 
At this date, however, the networks 
are about 80-85 per cent sold out on 
an over-all basis. Filling the empty 
minutes that make up the remaining 
15-20 per cent of available time is 
creating headaches at all three serv- 
ices, with the matter of multiple spon- 
sorship causing most of the problems. 

In years past, when solo advertisers 
could afford to carry entire programs, 
the network simply had the task of 
selling unsold properties to additional 
clients. To do this, it was often a mere 
matter of marking down the program 
price; better to get some money for 
the show than to carry it sustaining. 

Nowadays, a different situation is 
constantly met. One advertiser signs 
for a program, agreeing to pay the 
full asking price on an alternate-week 
buy. But a second sponsor can’t be 
found to fill in the other weeks—at 
the full price. If the network can find 
an alternate buyer at a lower price, 
it must give the same price to its 
original client. Sharp-eyed account- 
ants have figured out that it’s often 
more profitable to the network to 
carry a program sustaining on alter- 
nate weeks, and get the originally 
agreed-upon price from one adverti- 
ser, than to get cut-rate payments 
from two. 

Naturally, when six minutes are 
being offered to six different adver- 
tisers, the problems become increas- 
ingly complicated. Even if a salesman 
admits the price of a program is ex- 
orbitant to several possible buyers, 
he usually has several others who 
have already agreed to pay it. Does 
he keep what he has—or try for more? 
On top of this, add the situation where 





When is a network sale no sale at all? ............ page 23 
Should Bell be made to toll in Little Rock? ...... page 23 
Another trip downrange at Cape Canaveral ...... page 25 


a client asks relief on one program 
in order to put money into another. 
Does the network stand to profit more 
by holding the client to the original 
contract, or by allowing the change? 
Sizable differences can occur, even 
though the advertiser spends the same 
amount of money. 

The situation has become so com- 
plex, and the networks are so consci- 
ous of the profit gains or losses in- 
volved, that it’s not uncommon for 
the sales departments to check with 
the financial analysts before commit- 
ting themselves to a deal. While it 
might once have been considered a 
sign of a seller's market for a sales- 
man to keep a potential customer 
waiting, it’s now just one more indi- 
cation of how tight the profit pic- 
ture is. 

One reason advanced for the slow- 
down of buying activity: the absence 
of any kind of sponsor identification 
makes most programs look pretty 
much the same to an advertiser; he 
feels that, by and large, ratings are 
going to balance out on all networks; 
therefore, why not wait as long as 
possible and buy time at the low- 
Admittedly 


speculative, this view holds hope for 


est giveaway prices? 
a last-minute rush into those empty 
spaces—and makes for a more favor- 
able outlook than that held by some 
who feel the recent recession, spark- 
ing reduced advertising budgets for 
this year, is now being felt in full 
on the national network level. 


Ali Play, No Pay 

Little Rock, Ark., last month 
weathered two days of debate and 
testimony over the question of wheth- 


er or not the state’s Public Service 
Commission should rule that pay tv is 
in the public interest, and therefore 
that the Southwestern Bell Telephone 
Co. should be required to supply 


THE WAY IT HAPPENED N e€ ws fr C nt 


Midwest 
Video Corp., a Telemeter licensee 


the necessary service to 
endeavoring to get a fee-tv test under 
way in the area. 

In the recently released transcript 
of the hearings, a number of ex- 
changes transpired between the repre- 
sentatives of Midwest Video (petition- 
ing for the phone company’s service) 
and those of the motion-picture ex- 
hibitors 
granting of service) which provide 


(intervening against the 
some humorous glimpses into a seri- 
ous situation. For example: 

WALTER READE JR. (in reply to a 
question about how the motion-pic- 
ture industry is faring): I think we 
can say very reasonably. In the ma- 
jority of the communities in America 
we are enjoying a general renascence 
in our— 

MR. RAICHLE (representing Midwest 
Video): General what? 

MR. READE: Renascence. 

MR. RAICHLE: All right. 

Or this look at the dignity of Gov- 
ernment office as seen by the legal 
profession: 

MR. READE: . . . | would say that 
the new Administration seems to be 
putting considerable pressure on the 
networks and station operators to 
improve their programming. 

MR. COCKRILL (representing the 
intervenors) : That’s Brother Minow ? 

Or this exchange over the defini- 
tion of terms: 

MR. READE: (explaining that his 
theatres have never presented pay- 
television entertainment): We have 
had television network prize fights . . . 

MR. RAICHLE: So then you have 
exhibited pay-television attractions? 

MR. READE: They have never been 
. . We have 


presented large screen in our motion- 


characterized as that . 


picture theatres. 

MR. RAICHLE: For which the people 
in attendance paid? 

MR. READE: Oh, yes. 

MR. RAICHLE: It was television, 
wasn’t it? 

MR. READE: Yes, sir. 


MR. RAICHLE: And it was pay, 
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BUT... WKZO-TV Is Your Best Move To Bigger 


Audiences In Kalamazoo - Grand Rapids! 


NS! SURVEY—GRAND RAPIDS-KALAMAZOO AREA WKZO-TV reaches far more homes—monthly, weekly, 
February 20-March 19, 1961 daily—than any other Michigan station outside Detroit. 
It delivers more homes than Station B in 105 of 112 
Sew TOUS quarter hours surveyed, Sunday through Saturday, 6 
Homes Delivered Per Cent of Total p.m.-10 p.m. (NSI, see left). And WKZO-TV serves 
WKZO-TVISTATION B| WKZO-TV both Kalamazoo and Grand Rapids—each is among 











America’s 55 fastest-growing markets in population and 
tire Fel. households. 
9 a.m.-Noon 48,400; 34,000 | 58.7 
Noon-3 p.m. 65,900] 53,800 | 55.0 When you make your move in Kalamazoo-Grand Rapids, 
3p.m.-6p.m. | 56,400} 71,900 | 43.9 make it with WKZO-TV! Then if you want all the rest 


of outstate Michigan worth having, add WWTV, Cadillac, 
to your WKZO-TV schedule. 
Sources: NCS No. 3, NSI (see box), Television Magazine. 


*Austrian Wilhelm Steinitz held the world chess championship for 28 
years—the longest ever. 


sf - 
She elves Shattons 

WKZO-TV — GRAND RAPIDS-KALAMAZOO ene 

WKZO RADIO — KALAMAZOO-BATTLE CREEK 


ee 100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
WJEF-FM — GRAND RAPIDS-KALAMAZOO Studiice ta Rath Watamunse end Grand Rusids 
WWTV — CADILLAC-TRAVERSE CITY , For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Sun. thru Sat. 
6p.m.-9p.m. |155,600] 96,800 | 61.7 
9 p.m.-Midnight} 138,200} 66,200 | 67.6 

















KOLN-TV — LINCOLN, NEBRASKA 
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wasn’t it? 

MR. READE: Yes, sir. 

MR. RAICHLE: So that was pay 
television in the theatre, right? 

Or this, after Mr. Raichle had told 
the commissioners at the hearing 
that cross-examination would have 
to be brief as the witnesses “all needed 
to catch a 2:30 plane.” 

MR. HARLING: (testifying for the 
exhibitors and explaining why there 
is a shortage of creative talent): .. . 
You raised the question, and I will 
answer it. 

MR. RAICHLE: I| thought you. were 
in a hurry to get back home. 

MR. HARLING: You're the one that’s 
in a hurry. I got all day. 

MR. RAICHLE: I thought you had 
to catch a plane. 

MR. HARLING: I can get another 
one. 

Or, concluding 45 pages of single- 
spaced testimony: 

MR. COCKRILL: That’s just some 
more incompetent testimony. I just 
would like to get the hearing over 
with. 

MR. RAICHLE: I think there has 
been a great deal of incompetent 
testimony, and I think the issues here 
have entirely been lost sight of. . . . 


Shoot Coverage, II 

When Cmdr. Alan B. Shepard 
rode his capsule down the Atlantic 
range in May, some of the problems 
and vexations encountered in the 
tv coverage were chronicled in this 
section (TV AGE, May 29). In the 
second U. S. attempt on outer space 
it may at least be recorded that in 
the activity leading up to the actual 
shoot the National Aeronautics and 
Space Administration showed a con- 
sideration for the problems of net- 
work tv coverage that was absent in 
the successful May event. 

It will be recalled that in the 
months, days and seconds leading 
up to the first shoot NASA had 
shown an ambivalent attitude toward 
the press, manifested principally in 
a desire to obtain maximum publicity 
if the shot were a success, and mini- 
mum publicity if the shot were a 
failure. This had resulted in an ex- 
ceedingly frustrating situation, par- 





A bit more cooperation from NASA this time out. 


ticularly for the tv networks, whose 
investment in time and equipment 
added up to well over $14 million. 
With such an outlay, it was irritating 
to be treated alternately like a party- 
crasher and a guest of honor. 

Worse, the networks were not per- 
mitted to advertise coverage in ad- 
vance. The tv audience at the time 
of the shoot was therefore greatly 
diminished, though it rose to record 
highs throughout the day. 

Although NASA did not permit 
announcement of the exact time 
schedule for last week’s scheduled 
effort, the networks were permitted 
to give limited notice of the shot 
somewhat in advance. Moreover, 
enough news was leaked and the 
public forewarned so that consider- 
ably more tv sets could be tuned in 
during the day than were tuned in 
last May. 

Another change for the better was 
NASA’s decision to assign a regular 
staff man to work full time with CBS, 
which coordinated last week’s effort 
for all three networks. (It looks as 
if it will fall to ABC to handle the 
pool for the manned orbital flight 
due in October or November.) Shorty 
Powers, in charge of public relations 
for the astronauts, not only aided the 
networks in a liaison capacity, but 
saw that such tactical tasks as trailer 
rental and equipment procural were 
facilitated. The equipment on hand 
last week included everything used 
in the May shoot, plus a few more 
pieces, according to Bob Wussler, 
who coordinated the project for CBS. 

The tv networks also applied pres- 
sure this time for access to the con- 





crete control blockhouse and Mercury 
Control. Mercury Control takes over 
all communications with the capsule 
once it has separated from the rocket. 
At Mercury Control, a NASA official 
stood by to monitor the astronaut 
in his capsule, and communications 
were arranged so there would be only 
a 20- or 30-second lag in broadcast 
across the nation. 

Both NASA and the networks had 
profited from the costly delay on the 
first launching. The count had passed 
T-100, at which point the missile 
must be de-loxed if the shoot is can- 
celed. The T-100 “point-of-no-return” 
was watched much more closely by 
all concerned this time out. 

Therefore, on the Monday night 
preceding the Tuesday for which the 
launching was first scheduled, NASA 
officials working with weather infor- 
mation took no chances and stopped 
the countdown just shortly before 
midnight and well before the T-100 
point was reached. Unfortunately, 
T-100 was passed the second time. 

Another improvement in the readi- 
ness preparations for the suborbital 
flight was the installation, at the re- 
quest of CBS, of a fixed camera un- 
derneath one of the helicopters which 
hovered in readiness in the Carib- 
bean. One of the major foul-ups in 
the May coverage was the absence, 
due to human error, of any motion 
pictures of the astronaut emerging 
from his capsule. Certainly such foot- 
age would have been a dramatic ad- 
dition to the filmed coverage. The 
fixed camera was designed to guaran- 
tee against any such error in last 
week’s scheduled attempt. 
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Oo time for scatter -shot “..greater productivity in advertising is of 
the essence. With the ad budget one of the biggest, if not the biggest single item of expenditure 
for many food and grocery companies, a five per cent greater effectiveness means tens of thou- 


sands and even millions of dollars. It is this prize that is generating all the heat and effort.” 













How to achieve that all-important extra 
effectiveness? Certainly not with scat- 
ter-shot advertising. The dictates of mar- 
keting today call for rifle-shot accu- 
racy...for spot, the rifle-shot medium. 


The Katz 


NATIONAL ADVERTISING REPRESENTATIVES 
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Chicago + Detroit - St. Louis - Atlanta + Boston - Dallas - San Francisco + Los Angeles - Minneapolis 
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Only with spot can you target in on 
your markets of greatest potential, and 
use in each one: the right station(s), a 
hand-tailored copy approach, the neces- 


sary weight of impressions for the job. 


Agency, Inc. 


666 FIFTH AVENUE, NEW YORK 19, NEW YORK 









Who Threw the Overalls ... ? 


5 Benton talent, like television critics, occasionally 
shows a degree of imperceptiveness we don’t nor- 
mally associate with creative people. Sometimes you 
can’t tell the critic from the actor. 

Last month a syndicated column of Marie Torre’s 
had this heading: “Ewell Takes Execution of His Show 
in Stride.” 

Miss Torre then quoted a CBS official as stating 
“unequivocally” that “The Tom Ewell Show is the 
best damn comedy show in years!” Miss Torre re- 
ported that this unequivocal statement by the CBS 
official was made “prior to the opening.” 


said about The Tom Ewell Show before The Tom 
Ewell Show was seen by the public and look, not so 
generously, at a later sentence of Miss Torre’s: 

“Knowing all there is to know about the slavish 
attention to television ratings, Ewell could point 
out that his show regularly dominates Tuesday-night 
viewing.” 

Perhaps it is tiresome by now to point out that in 





most commercial tests longevity and popularity are 
related. To those people deeply involved in the pro- 
duction of television, it is as silly to talk of television’s 
“slavish” dependence on ratings as it is to talk of a 
“slavish” interest of theatre producers in counting 
people or box-office in counting money. 

That is one thing. Another is the sorry fact of Miss 
Torre’s inacurracy. 

The Tom Ewell Show did not “regularly” dominate 
Tuesday-night viewing. Nor intermittently dominate it. 
The Tom Ewell Show never dominated Tuesday-night 
viewing. 

Begin from there, Miss Torre. The Garry Moore 
Show “regularly” dominated Tuesday-night viewing. 

The dynamics of the rating story were about as 
follows: Tom Ewell couldn’t hold the audience he got 
from Dobie Gillis. And Tom Ewell’s competition was 
weaker, not stronger. So Tom Ewell passed on to Red 
Skelton not a gain, but a loss. 

It is a fact, Miss Torre, that The Tom Ewell Show 
1 (which we are not knocking) was never as strong as 

the show it preceded. Never as strong as the show it 
z followed. 
For an influential newspaper reporter, widely read 
’ and highly honored, this was a serious mistake. And 
it went all over the country. Tom Ewell didn’t pull 
his weight in the shell. 

A few days before she won the Emmy for being 
best dramatic actress of the year, Barbara Stanwyck 
blasted the criminals of Madison Avenue in a sort of 





umbrella anathema, or all-purpose whammy (she re- 
ferred to the scoundrels as “they”) that seemed to in- 





6 ees MAN’S ... Viewpoints 


Let us generously pass over what the CBS official , 





clude networks and sponsors and seemed to denounce 
all of them for their pinheaded thinking in not renew- 
ing The Barbara Stanwyck Show. 

She should not have done this. She missed her kill. 

The villian was not NBC any more than the villain 
in Miss Torre’s direct insinuation was CBS. Barbara 
Stanwyck’s villain was not her part-time sponsor, 
Alberto-Culver. Nor was it her full-time sponsor, AGA 
(American Gas Association), which is still with it. 

Her villain was her producer—the fast-talking, easy- 
going, highly successful Lou Edelman (Danny Thomas 
Show, Wyatt Earp and a zillion movies). Mr. Edel- 
man could not, or did not, find enough good stories 
to keep the Stanwyck series strong enough to survive. 

Barbara Stanwyck is one of the most resourceful, 
fluid, attractive actresses in America. It is a pity to 
see her kicking out like this, and kicking out at the 
wrong people. She herself should have rejected many 
of the stories in which she allowed herself to be filmed. 
She is a better actress than Loretta Young. With ma- 
terial, she could go the route with any actress in 
America, including those who are twenty years 
younger. (Loretta Young never caught herself in a 
“wrong” story.) Miss Stanwyck’s ingratitude, for a 
professional person of huge experience, is as unpro- 
fessional as is Miss Torre’s personal moué in the 
matter of Tom Ewell: neither woman knew what she 
was talking about. 

If some of the hunting and the digging and the 
ingenuity exercised, for example, by just one of Miss 
Stanwyck’s sponsors—AGA—had been exercised by 
the unit that produced her show, she would still be in 
business, for AGA, through its various members, has 
changed the way we live in America today just as 
surely and permanently as Henry Ford changed it 





with flivvers. And they’ve changed it by imagination 
and sweat. 

The main point here is that far too many com- 
mercial producers of today’s television are still using 
the dowsing-rod and coming up with ‘dusters.’ But pro- 
ducers can have taste; they just haven't tried. 
And a secondary point: far too much is being written 
about television—by people who are in it or by people 
who are near it—that is reckless, revengeful or unin- 


formed.—GBR 
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This is just one of the Florence has more than beauty. 
Florence has the vitality of the new South, 


faces of Florence the scope of fertile fields, the energy of 
industry. And Florence has WBTW, 
a television station whose signal 
unifies the fifth largest single- 
station market in the nation. 


OQwstw 


Florence, South Carolina 


Channel 8 + Maximum power «+ Maximum w 
Represented nationally by Young Television 


A Jefferson Standard station | 
WBT and WBTYV, Charlotte 
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pot television billings will increase this fall 
over previous years, despite a cloudy, in- 
deed ominous, atmosphere. 

More precisely stated, spot tv will climb 
because of the atmosphere—created by the in- 
troduction of the 42-second break between net- 
work shows in prime time. 

At this moment, it can be fairly stated that 
most major spot advertisers are hostile (on the 
record) to the additional availabilities in prime 
time. 

At the same time, it can be accurately stated 
that the media departments of the agencies serv- 
ing those very advertisers are quietly and 
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Advertisers and 

tv salesmen see problems, 
but indications are 

fall business will exceed 


that of a year ago 


sanely exploring ways of utilizing the new avail- 
abilities. 

In brief, the medium is suffering its worst 
public-relations setback as it opens the way to 
new strides in billings and to new strides in 
media values. 

After all the oratory about “overcommerciali- 
zation” and the like has died down, certain 
dollars-and-cents questions must be answered 
by spot advertisers: is it a good buy? How can 
I use it? What can it do for me? 

It is still rather early to answer these ques- 
tions, and so this fall’s spot buying will be about 
the latest in the history of spot. It will also be 


29 











the richest, according to a TELE- 
VISION AGE analysis of the spot field 
and a survey of leading spot ad- 
vertisers. 

How much will spot business in- 
crease this fall? From a low of eight 
per cent to a high of 15 per cent over 
last fall, according to all indications. 
And this business will follow an ex- 
traordinarily slow summer. 

The expected increase for the full 
year, 1961 over 1960: from three to 
four per cent, or some $20 million 
over the Television Bureau of Ad- 
1960 spot 


vertising’s estimate of 


“More such progress | the 10- 
second break | may one day 
lead us to 40-second network 
shows and 29:20-minute sta- 
tion breaks.” 


Mauri Edwards 


Vice President—Marketing 


Pharmacraft Laboratories 


$616.7 million. Because of spot’s re- 
latively slow start this year (due in 
part to the new SAG-AFTRA con- 
tracts, says Norman E. Cash, TvB 
president) the bulk of this money 
will be brought in in the last part of 
this year. And will be brought in 
largely by the introduction of new 
products. 

At this writing, the nation’s major 
spot tv users are abnormally cautious 
about their fall spending plans. Thus, 
the Chrysler Corp., which invested 
an estimated $318,060 in spot last 
year, has not as yet firmed up its final 
plans, according to Richard E. 
Forbes, director, corporate advertis- 
ing and sales promotion. However, 
Mr. Forbes thought that “Chrysler 
Corp. over-all will probably use 
about the same amount of spot tv 
this fall as we did last year.” 

“We believe that with the right 
message and technique spot tv is an 
effective medium,” he notes, “as wit- 
ness our Chrysler division’s success- 
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ful campaign on the Chrysler New- 
port.” 

How does Chrysler feel about the 
40-second break? Does the company 
plan to utilize it this fall? Says Mr. 
Forbes: “We believe that the 40- 
second break is not in the best in- 
terests of an advertiser.” 

Another automotive advertiser 
(and it should be noted that auto- 
motives have not been as heavy in 
spot as they could be) is also against 
the new time availabilities. Says Carl 
Uren, assistant advertising manager, 
Chevrolet division of General Motors 
Corp. (which invested an estimated 
$251,000 in spot last year): “Any 
move, such as the 40-second and 42- 
second station break, which tends to 
increase the amount of time on tele- 
vision devoted to commercials, cred- 
its, etc., will be generally resented by 
viewers. Obviously, this could be de- 
trimental to the industry as a whole. 
We will be watching with interest the 
developments of this new trend.” 

Mr. Uren was, however, apprecia- 
tive of spot tv. “Spot television is a 
powerful medium and merits con- 
siderable attention. Currently, how- 
ever, it is Chevrolet’s feeling that 
network television delivers a sizable 
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vision to be extremely suc- 


have found tele- 


spot 


cessful for Avon. ‘Avon 


Calling’ 


ally known 


has become a nation- 


slogan based 


purely on our use of spot 
television.” 


irthur J. Thomas 


issistant Advertising Manager 
g g 


fvon Products, Inc. 


audience in virtually all television 
markets in an atmosphere that is 
perhaps better suited to automotive 
commercials.” Chevrolet’s use of spot, 
he says, “will be approximately the 
same as last year’s.” 

The Kellogg Co., with a giant na- 





“It is an excellent means of 
dramatically and effectively 


demonstrating product points 


to mass audiences who re- 
spect tv as a prestige me- 
dium.” 

L. D. Mullins 


idvertising Manager 


Burgermeister Brewing Corp. 


tional spot spread on three half-hour 
cartoon properties (Hanna-Barbera’s 
Huckleberry Hound, Yogi Bear and 
Quick Draw McGraw), will be using 
approximately the same amount of 
spot television this fall as last (when 
its estimated expenditure was $1.5 
million), says a company spokesman. 
The cereal company has no plans at 
this time of using the 40-second 
break. 

Another cereal concern, the Quaker 
Oats Co., may reduce its spot invest- 
ments in the last quarter. (In the 
fall of 1960 it invested an estimated 
$1.2 million.) According to a spokes- 
man, “the advertising programs of 
our products indicate reduced use of 
spot commercials and of syndicated 
and local programming.” He notes 
that the company “has a number of 
different products whose requirements 
and strategies vary decidedly. Spot 
television is efficient or inefficient, ac- 
cording to the fit that it makes with 
the needs of the individual product.” 

And he takes a relatively hard- 
headed stand on the station-break 
issue: “Since the 40-second station 
break will be operating policy on the 
part of all three networks, advertisers 
will use it, willy-nilly, if they wish to 
place spot commercials in prime 
time.” 

Burgermeister Brewing Corp., 
which says it will be using spot tv 
less this fall than in previous years, 
is equally detached about the 40- 
second break. “It has been our habit 
and good fortune,” says L. D. Mul- 
lins, advertising manager, “to use 10- 
second spots effectively. The 40- 
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second break will lessen the avail- 
abilities for 10’s and increase the 20- 
second opportunities. Continuing 
schedules may suffer. The ability to 
buy in and out of more good avail- 
abilities created by the 40-second 
break might be our pattern.” 

However, Mr. Mullins says, “Our 
opinion of spot tv as a medium re- 
mains unchanged. It is an excellent 
means of dramatically and effectively 
demonstrating product points to mass 
audiences who respect tv as a prestige 
medium.” 

Spot is also an effective medium 
for Pharmacraft Laboratories, says 
Mauri Edwards, vice “president-mar- 
keting. “Present indications are,” he 
says, “that Pharmacraft will be back 
in the spot tv market in the fall, buy- 
ing at least as much as a year ago. 
Spot tv remains an important seg- 
ment of our advertising programs; 
and we have no doubt that it is, 
relatively speaking, an_ effective 
medium for us.” 

But, he warns, “the new 40-second 
station break might upset the situa- 
tion. I’m still not sure just how or 
how much. More commercial time 
could open up greater availabilities 
and very likely will dull the edge of 
the individual spot. But this is what’s 
supposed to be progress. More such 
progress may one day lead us to 
40-second network shows and 29:20- 
minute station breaks.” 

Another large spot advertiser, La- 
nolin Plus, is not quite so concerned 
about the abundance of commercials 
in prime time and is more interested 
in the dollars-and-cents aspects of it. 
According to Joseph Chira, advertis- 


“We have found spot tele- 
vision to be an effective ad- 
vertising medium for our 
products and regard spot tv 
highly.” 

Douglas L. Smith 


idvertising & Merchandising Director 
S. C. Johnson & Son, Inc. 





ing director, it is “reviewing the facts 
and rates right now.” Lanolin, he 
says, will be spending the same 
amount of money in spot television 
this fall as it did in the same period 
last year. 

Mary Ann Anderson of the May- 
belline Co. notes that the company 
plans tv participations on two net- 
work shows as well as selected spots. 
“As always, we will keep flexible in 
our tv thinking. We choose our spots 
for their audience rating and for the 
suitability of their adjacencies to 
programs or events with woman- 


“Any move, such as the 40- 
second and 42-second station 
break, which tends to in- 
crease the amount of time on 
television devoted to com- 
mercials, credits, etc., will 
be generally resented by 
viewers.” 
Carl Uren 
dssistant Advertising Manager 


Chevrolet Division 
General Motors Corp. 


appeal. These same standards are 
most likely to guide our thinking 
relative to the 40-second station 
breaks.” 

Avon Products, Inc., says Arthur 
J. Thomas, assistant advertising 
manager, is opposed to the 40-second 
break, and, he says flatly, “we do 
not plan to utilize it this fall.” With 
an estimated $4-million investment in 
spot in 1960, he notes that the 
medium has been “extremely success- 
ful for Avon. . . . ‘Avon Calling’ 
has become a nationally known 
slogan based purely on our use of 
spot television.” 

It is the company’s intention, says 
Mr. Thomas, “at this time to utilize 
the same amount of spot television in 
the fall of 1961 as we did in the fall 
of 1960.” In that period last year, 
it invested an estimated $1 million in 





spot tv. 


Scott Paper Co. is another com- 
pany which says it will be using 
“about the same amount of spot this 
fall as last.” Although Scott considers 
“spot tv a good strategic weapon 
under certain circumstances,” says 
James D. Stocker Jr., advertising 
manager, “we are opposed to the 
principal of the 40-second break and 
have no specific plans to adapt to 
it.” 

The Pacific Telephone and Tele- 
graph Co. will be using about the 
same amount of spot television this 
fall as it has in the past, says Donald 
A. Davis, general advertising man- 
ager. “The situation with respect to 
the new 40-second station breaks has 
not crystallized for us to venture an 
opinion as to the desirabilities.” Mr. 
Davis says the company is not plan- 
ning to utilize them this fall. How- 
ever, he does note that “tv spots in 
good time periods can be an efficient 
advertising medium, although we are 
looking at the increase in time costs.” 

Many other spot advertisers indi- 
cated a certain reluctance to discuss 
their fall plans, pleading either com- 
petitive reasons or citing the unclear 
40-second situation. Many, such as 
Vernon S. Mullen, advertising direc- 


“Currently, we are not plan- 
ning to use the 40-second 
breaks this fall.” 

Donald A. Davis 


General Advertising Manager 


Pacific Telephone & Telegraph Co. 


tor of E. & J. Gallo Winery, would 
indicate only that their spending 
would at least approximate last 
year’s. 

This was the reaction of Douglas 
L. Smith, advertising and _ mer- 
chandising director for S. C. Johnson 
& Son, Inc., who says the company 
expects “to use about the same 
amount of spot tv this fall.” The 

(Continued on page 90) 
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Network advertisers are 


satisfied with fall programming 


own choices in particular 


ragment of an unpublished bal- 
lade, believed English, possibly 
American, circa 1960-65: 

Down at Foley Square, 

Everyone was there: 

Producers, directors and writers, 

An acre of critical blighters, 

Squawkers and hawkers and 

shills— 

But not them what pays the bills! 

* & * 

Wise, wise are the ways of polli- 
ticians. There are no headlines, not 
even a one-column boldface slug, in 
satisfied customers. Fortunately, how- 
ever, while an absence of gloom-and- 
doom among the major supporters 
of nighttime network fare is hardly 
beneficial to the minions of Govern- 
ment or the Fourth Estate, it’s fine 
for the television business. 

All of which preludes the “fact” 
that important advertisers are — by 
and large — relatively content with 
the upcoming fall program schedules. 
Weaseling, you say? Why modify a 
“factual” statement with by and large 
... relatively? Are advertisers happy, 
or aren't they? Do they like the pro- 
grams they've bought? Do they like 
the rest of the schedule, the shows 
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Tv’s happy breed 


in general, 





Actioner: ABC-TV’s Straightaway 


before and after theirs? 

“Let’s put it this way,” said a 
broadcast executive at one of the “big 
three” in the soap field. “If Id 
bought a show today and Danny 
Thomas were dropped by General 
Foods tomorrow, I might be mo- 
mentarily unhappy about it, but what 
could I do? My budget is committed, 
so I'd be crazy to get out the crying 
towel. Besides, there’s always the 
chance the new program I bought 
might be the season’s big hit.” 


Period of Gestation 


In view of the fact that someone 
long ago recognized that the grass is 
always greener on the other side of 
the fence, it was to be expected there 
would be some second-guessing on 
the parts of networks and the agency- 
advertiser combines before the fall 
season opens. In the past, the problem 
was avoided by not having a firm 
schedule until a few weeks before the 
first September premieres. This year, 
with some two-thirds of the line-ups 
fully sold by early spring (and only 
one program—CBS Reports—minus 
any sponsors at press time), there 
appeared a lengthy gestation period, 












during which advertisers could only 
pace the floor, hoping for the best, 
but with all those little formless 
fears so familiar to expectant fathers 
creeping through their minds. 
During the months of waiting, 
things happened that could indicate 
that second thoughts were running 
rampant throughout the industry: 
Bristol-Myers shifted a minute from 
Cheyenne to Ben Casey on ABC-TV. 
(Are westerns washed up?) General 
Foods talked to CBS-TV on the pos- 
sibility of dropping half of Mrs. C. 
Goes to College, and was turned down 
by the network—at least for the 
present. (Has GF lost faith in a pro- 
gram its had in preparation for 
months?) Edward Dalton, last in 
ABC-TV’s Churchill series, prepared 
to turn up next season in Roaring 
°20s, Cheyenne, The New Breed and 
others of the action ilk. (Does 
“quality” succeed?) Pepsi-Cola, once 
planning a Jane Powell situation- 
comedy series, bought instead into 
the new Steve Allen comedy hour? 
(Is situation-comedy passé? Is live 
variety on the way back?) ABC-TV, 
long known as the staunch provider 


(Continued on page 87) 
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Situation drama: NBC-TV’s Dr. Kildare 


Situation comedy: CBS-TV’s Father of the Bride series 
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Papert, Koenig, Lois, 
with offbeat, often 
brilliant techniques, 

goes from zero to 

$10 million in 16 months 


Lowly Dilly Bean gets tv face-lift 





464QNSIDE every bad client is a 

good client screaming to get 
out. Bad clients are the result of bad 
agencies. 

“This is a decade, these 1960s, of 
the swingers. A decade of swingers. 
The swinging ’60s. Management is try- 
ing to rid itself of the encumbrances, 
all the hierarchy and organization 
that got in the way. They see they 
can’t afford to stand still or sit tight 
on tired advertising formulas. 

“Last year there was something 
like $14 billion spent in the U.S. on 
advertising. That’s competition. It 
doesn’t matter what product it was 
spent on: every dollar of it was com- 
petition for every other advertising 
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ahhhhhh Nature... 





ahhhhh Choo! 


dollar spent; it was competition for 
attention. | saw somewhere the con- 
sumer gets hit with something like 
1,500 impressions a day, per day. 
Anyone who wants to come into that 
market with mediocre advertising— 
well, you might as well save your 
money. ...” 

Fred Papert, portrait of the young 
founder of a creative agency, picked 
up the phone and dialed, permitting 
a quick ID: 

He is chairman of the pretty-to- 
pronounce team of Papert, Koenig, 
Lois, Inc., the agency which has run 
away with $10 million in billings in 
its first year and a half of opera- 
tions. A graduate of Public School 6, 
the University of Missouri School of 
Journalism and Young & Rubicam 
(his order of listing), he has over- 
come the handicap of an embarrass- 
ingly agile and sharp head with 
horse sense, Yankee trading and a 
liberal colloquialism that make him 
appear tremendously likeable and 
enormously normal. He is under 40, 
lots of pepper, Jack Lemmon-like 
American-boy look, and is appar- 
ently in good health. 


“If Papert, Koenig, Lois hadn’t been 
incorporated,” one of their clients 
said, “one of us would have had to 
invent them.” 

Mr. Papert had trouble getting 
through on his phone call and ex- 
plained while waiting for a routing 
that he was handing off an account 
tip. Somebody came to P-K-L, but 
P-K-L couldn’t—a conflict, evils of di- 
versification already—but it sounded 
like a good account. He explained 
this all in friendly akimbo accents, 
free of any hint of condescension, 
first to his visitor, then to whoever 
answered. 

“Sorry,” he said, hanging it up, “it 
sounded phony, but it’s a fact.” The 
phone struck again, and he picked it 
up. It was evidently a job applicant 
calling. 

“I know where you're working and 
how they work there.” he said con- 
vincingly. “I worked in six agencies. 
It’s different here altogether. You're 
your own boy. But there’s no ques- 
tion here of who’s doing the creative 
work, because Koenig is a _ copy- 
writer, Lois is an art director, and I 


am a copywriter. A copywriter here 









int 








is a copywriter. We do things once 
and not 14 ways to please a client. 
There’s no Great White Father to 
protect you from yourself. Here, 
there’s every opportunity to make 
mistakes. It’s a completely different 
thing than what you're used to. I 
know because 1 was in a big 
agency ; 

On Mr. Papert’s desk is a type- 
writer, a pica rule, car keys (to a 
Peugeot, one of the agency’s ac- 
counts), a seal saying Fred Papert 
Incorporated (one of Mr. Papert’s 
earlier ventures), a Japanese toy, a 
copy machine. On the floor is a 
salad bowl from Dansk, another ac- 
count. The research shelf is mostly 
two books of famous quotations. The 
bulletin board is stuck with page 


Billy 


coughing? 


Get up 
an 
give 
him 
some 

Coldene. 











proofs. One wall is hung with a sec- 
ondary painting by Youngerman—a 
Picasso form imposed on Motherwell 
colors. The big view, wall-to-wall, 
floor-to-ceiling, is to the east—Long 
Island over the UN and the East 
River. 

This same view is shared by execu- 
tive vice president Norman Grulich, 
who occupies the office next door on 
the 35th floor of the bronze Seagram 
Building which Frank Lloyd Wright 
capriciously dubbed the “Whiskey 
Box.” P-K-L has had a favorable in- 
cubation here, since it enjoys the 
favors of the Wolfschmidt and Ron 
Rico accounts., 

Further on along at the same floor 
level above the footbaths of 375 Park 
Avenue, Bill Murphy, the young, 





astute media director of the agency, 
also has his straws in the view down 
the Long Island cornucopia/soda 
glass/pick-your-simile. The 35th floor 
is listed downstairs as the executive 
offices. Art, production and copy- 
writing are lettered for the 28th floor. 

Mr. Grulich comes out of his office 
and leads his visitor back to the view 
east. It seems even more breath- 
taking than the almost-the-same vista 
from Mr. Papert’s office—perhaps be- 
cause of some trick of parallax or 
lighting, perhaps because Mr. Grulich 
himself seems so visibly unaffected 
by this Pisgah view of Paradise. He 
is a neat, self-possessed man who 
smokes safe Dukes and is allegedly 
a genius on accounts and tactics. 


(Continued on page 85) 


“You're some tomato. 


We could make beautiful Bloody Marys together. 
I'm different from those other fellows.” 
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“I like you, Wolfschmidt. 
You've got taste.” 


Wolfechmidt Vodka has the touch of taste that marks genuine old world vodka. Wolischmidt in a Bloody Mary us 2 tomato on tnumph. 
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to reality-like dream 


Shooting at night 


464 hen I saw that fantastic 

place I just had to change 
the storyboard—the visual aspects of 
it, I mean. It was unbelievable,” re- 
calls Ben Colarossi, producer-art di- 
rector for Warwick & Legler, who 
Florida, 


where he shot a color commercial for 


had just returned from 
Revion International. The fantastic 
place to which Mr. Colarossi was re- 
ferring is Vizcaya (near Miami on 
Biscayne Bay), which was recom- 
mended to the agency by the film 
producer, Filmaster, Inc., because of 
its uniqueness and its beauty. A 
natural background, Filmaster 
thought, for a Revlon product. 

The one-minute color commercial 
back 


Florida did not, in some important 


which was _ brought from 


respects, resemble the storyboard 
which was sent down there. The im- 
pact of Vizcaya on Mr. Colarossi’s 
sensibilities and the technical difficul- 
color at 


ties of shooting 


night 
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changed in no small measure the 
looks of the commercial. 

Vizcaya, to begin with, is the only 
hand-crafted Italian palazzo in the 
United States. It was built by James 
Deering, U. S. industrialist and co- 
founder of International Harvester, 
and completed in 1916. The actual 
cost, in many millions, was never dis- 
closed, but it is known that its con- 
struction required 1,000 artisans— 
Italian cabinet makers, stone-cutters, 
painters, landscape gardeners and 
other craftsmen—a good five years 
to build. 


Now a Museum 


The place is chock-full of antiques, 
period furniture, sculpture, ceramics 
and Italian decorative art which in- 
dustrialist Deering had collected for 
25 years. Now a Dade County (Fla.) 
Park and Recreation museum, it 
contains such eye-catchers as a stone 
island in front of the palazzo which 


. the commercial suggests . 





On location, from start 


is carved in the shape of a barge. 
Sort of a miniature Venice, said a 
returning cameraman. 

Then there was the problem of 
color, which was to be captured at 
night—and for good reason: the 
product to be advertised was Rev- 
lon’s “Moon Drops” (moisture balm 
by night, moisture foundation by 
day). The original intent had been 
to include moon shots in color, and 
the filming was timed for a full moon. 
But when this proved technically im- 
practical, producer Colarossi let Viz- 
caya get the better of him and wrote 
a new storyboard to include a dream 


sequence using a shimmer technique. 





“T called for lots of gel—you know, 


chemically treated cellophane—to 
give the set the appearance I wanted, 
lots of blues, with the girl looking 
like a fantasy. I also used vaseline 
around the camera lens to get that 
effect, too.” 


Are there more problems in shoot- 












art 








ing a color commercial than in shoot- 
ing one in black-and-white, Mr. Cola- 
rossi was asked. He scoffed at the 
idea. “The only difference between 
color and black-and-white is_ that 
youre using a different-type stock. 
You have to know what you're doing, 
that’s all, get the right lighting, the 
right exposure. Your color has to be 
on the head: If Revlon wants a 
green-blue-green, you've got to get 
it; if their lipstick i- pink-red, then 
that’s exactly the shade you’ve got to 
put on film.” 

The new Revlon commercial was 
shot in color mainly for the overseas 
market where commercials are shown 
mostly in movie theatres. It has al- 
ready been dubbed into many lan- 
guages, including Spanish, French, 
Portugese, Swedish, Danish, German, 
Italian and Indian. A_ black-and- 
white version of the commercial will 
probably be shown here—most cos- 


metic makers (and Revlon in par- 


every woman ‘dreams of a complexion 


ticular) are not yet convinced that 
the precise shades they demand can 
be realized electronically. 

What viewers will see. either in 
color or black-and-white, in theatres 
or on the home screen, is a mood 
commercial which is not so much 
hard sell as it is clear sell. Even 
with a dream sequence and the fabu- 
lous background it becomes clear, 
in an insistent but quiet way, that 
Revlon is speaking and that it has 


something of value to offer women. 
Dream Sequence 


The commercial opens up on a 
model seated by a window who falls 
asleep as a female voice-over intones, 
“Every woman longs for beauty. 
Dreams of a complexion . . . as soft 
as moonbeams.” The camera pans to 
the window and through it into a 
shimmer dissolve and into a dream 
sequence with the Vizcaya _back- 
ground as the model, now in an eve- 


. as soft as moisture by Revlon 





to finish, as Revlon completes a ‘spectacular’ commercial in color 


ning gown, waltzes to a fountain. 
(“I used three-quarter motion get- 
ting her over to the fountain to pick 
up the product,” recalls producer 
Colarossi, “just so it would be as 
graceful as possible.” ) 

The camera cuts to the products 
as the fountain pulls back to reveal 
two bottles and a gardenia floating 
beside them. Model lifts gardenia to 
her face and looks it over as she 
smells it. Audio: “ ‘Moon Drops’ 
penetrates to give your skin the 
moisture it thirsts for. Then main- 
tains nature’s vital balance . . . to 
make your dreams of youthful 
beauty . . . come true!” The camera, 
meanwhile, has begun to shimmer 
back to the original scene (reality) 
with the model still asleep, leaning 
against the window. She awakes, 
startled, as the camera cuts back to 
a product shot and for the closing 
sell. 


(Continued on page 90) 
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The sponsor, not caught in a squeeze like this, had the best of two worlds: adventure and culture 

















Will’s wild and 


violent historical dramas 


won friends for 
Standard Oil of New Jersey 


Centuries ago, some things were elementary in drama 


A young boy is brutally murdered 


before his mother’s eyes; his 
father is stabbed to death; a man 
imprisons his brother and then has 
him drowned. Throughout the re- 
cent anti-violence crusade by the 
FCC, incidents like these were tele- 
vised and went unchallenged into 
over 800,000 living rooms weekly. 

The reason? All that mayhem and 
bloodshed were part of An Age of 
Kings, the 15-week series of William 
Shakespeare’s historical dramas pre- 
sented over WNEW-TV New York and 
wttc Washington. The series, which 
ended April 23 and is now in syndi- 
cation, not only went unchallenged, 
but was singled out for some of the 
highest critical and public praise 
afforded a project of quality pro- 
gramming. 

Recipient of much of the praise 
was the series’ sponsor, Standard Oil 
of New Jersey, which took on the 
program, as M. J. Rathbone, presi- 
dent of Jersey Standard, said, “to 
gain recognition for our company by 
helping to make available intelligent, 
cultural programs on television.” 


This aim is at the core of New 
Jersey Standard’s television adver- 
tising. Limited to regional network or 
local television, the company does 
not find too many programs available 
which it considers suitable, but its 
sponsorship last year of The Play 
of the Week and this year of An 
Age of Kings appears to have formed 
a pattern for the type of program- 
ming it looks for. Both series cre- 
ated a loyal audience of intelligent 
viewers, and both gave Standard Oil 
of New Jersey an opportunity for 
highly profitable public relations. 


Public-Relations Coup 


The Play of the Week was the first 
continuing program for the company 
other than its regular Esso Reporter 
news and weather shows which are 
seen in 32 markets, and it proved to 
be a public-relations coup of the first 
order. When The Play was flounder- 
ing and Jersey Standard rushed to 
the rescue by taking over the entire 
sponsorship and underwriting much 
of the production cost, a small but 


enthusiastic audience responded by 


lauding the company and buying its 
More 


minds of Jersey 


products. important in the 
Standard officials 
was that viewers thought of the com- 
pany as “friendly, progressive and 
efficient,” the principal aim of its tv 
advertising. 

Having found a good thing and 
earned a loyal and grateful audience, 
Jersey Standard saw the advantage 
in continuing with this type of pro- 
gram and began last January its 
sponsorship of the British Broadcast- 
ing Corp.’s Shakespeare series. There 
were two main reasons for starting 
in January instead of during the 
usual fall opening period, according 
to Art Lamb, tv-radio advertising di- 
rector for Jersey Standard. One was 
the lack of available programming 
which would contribute to the “qual- 
ity” reputation of the company as 
earned by its timely sponsorship of 
The Play of the Week. The other was 
the result of the company’s feeling that 
it is better to come in with a program 
in mid-winter when there are fewer 
other programs being introduced and 


(Continued on page 90) 
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Film Report 


CARTOONIST CONFLICT 

All the facts are not yet posted, but 
serious concern is being expressed by 
officers and members of the Screen 
Cartoonists Guild about inequalities 
of treatment between the east coast and 
west coast. 

The gist of the matter seems to be 
that Local 841 in New York and Local 
339 in Hollywood differ greatly in 
how closely they believe they should 
stick to the letter of their respective 
contracts. In New York, freelance car- 
toon work must be reported to the 
union, and the payment also goes 
through the union, thereby guarantee- 
ing a standard and minimum wage, as 
well as employe welfare benefits. 

On the west coast the union is much 
more easygoing, and the rules are lax, 
perhaps in part owing to the fact that 
there is also an Independent Guild. 
There is also a precedent in the Disney 


studios, where members vote by proxy 


when they vote at all. 

Result: freelance cartoonists earn 
$12 a foot in New York, and reportedly 
as low as $1.50 on the west coast. The 
advertising agencies quite naturally 
have begun to throw more tv theatrical 
work to the west coast, which has be- 
come busy indeed. In contrast, the 
New York freelance cartoonists in tv 
theatricals have not been busy since 
last fall. Commercial work is slow on 
both coasts. 

The difference in price is partly ac- 
counted for by the fact that the east- 
coast fees are for simple animation, 
mouth action, etc., whereas the New 
York price in many instances applies 
to more complicated animation. Too, 
the west-coast work is usually closely 
plotted out, whereas the east-coast car- 
toonists supposedly have more elbow 


room for creativity. 





FILM SUCCESS. ... . 
GC" Eagle Market, Inc., of Pitts- 


burgh, has found its use of 
Walter Winchell File, over wuc Pitts- 
burgh (Thursdays, 7-7:30 p.m.) a 
“many splendored thing”—particu- 
larly when the syndicated program 
is backed up with five-minute news 
shows in the Today program on the 
following Friday mornings (8-8:30 
a.m.)}. 

This “double impact.” according 
to Charles Krupensky, advertising di- 
rector for Giant Eagle, has accom- 
plished a number of things for the 
“First,” said Mr. 


Krupensky, “it has made it easier to 


supermarket. 


sell co-op minutes because of the 
additional amount of time we have. 
The image that the syndicated Walter 
Winchell File has provided for us 
on ‘shoppers’ night —Thursday—and 
the favorable reaction to our com- 
mercial messages have convinced us 
of the value of this type of program- 
Then the follow-up of the 
double-impact plan—the news spon- 


ming. 
sorship in the local segment of Today 
—has given us valuable prestige that 


comes with sponsorship of a highly 
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. « Giant Eagle Market, Inc. 





rated and respected network program. 
All in all, we are quite pleased with 
our program buys.” 

So happy was Giant Eagle with 
its “double impact” concept that the 
contract 


management extended its 


with WIIC for a 26-week period for 


the Wincheil File and the supple- 
menting news coverage on Today. 
Distributed by National Telefilm 
Associates, Walter Winchell File is 
based on stories the famous syndi- 


cated columnist covers as a reporter. 






What will the outcome be? The 
Screen Cartoonists Guild is presently 
comparing contracts, with the thought 
of possibly applying some form of 
moral pressure on the west-coast affil- 
iate to follow the rules. Such pressure 
can finally only be applied through the 
individual members. In the long run, 
says a union agent, the freelancers will 
have to firm up their own union or cut 
each other’s prices to the point of no 
return. 


SYNDICATION TO NETWORK 

The usual pattern of network into 
syndication is being reversed in the 
case of Mr. Ed, the talking-horse com- 
edy which goes on CBS-TV Oct. 8. 
How did it happen backwards? 

The Filmways-produced, Filmways- 
MCA-TV-distributed program did well 
market to market, chalking up about 
115 stations, with large regional buys 
from Studebaker Lark and Dow Chem- 
ical Co. The clincher apparently lay 
in the fact that most of the stations 
scheduled the show at around 7 p.m., 
thus giving it a network look. In fact, 
many people thought the show was 
network. The conversion to network 
came easily as the quality of the scripts 
began to improve and the audience 


grew. 


HOLLYWOOD NOSTALGIANA 

In a business where it only takes 
two to make a trend, some spotters are 
pointing to the recent flourish of tv 
shows that pivot on the heyday of 
Hollywood. 

There was the Wolper-Sterling-pro- 
duced Legend of Valentino. There is 
ABC-TV’s Silents Please. There was 
the NBC-TV-produced The Real West. 
have Hollywood His- 


torama, 208 five-minute-long brief bios 


And now we 


of the Hollywood greats. Produced by 
Julieart Productions, Inc., the series is 
distributed by Jayark Films Corp. 


A SWITCH ON MITCH 

“Well, if you don’t want to sing 
along with Mitch, what do you want 
to do?” a dumpy wife chided her re- 
bellious Milquetoast in a recent New 


Yorker cartoon. 
















Well, some prefer Les Davis and 
the kind of music that leaves the larynx 
alone and lifeless. The possibility that 
Mitch Miller may have a competitor 
arose recently when Benny Goodman 
taped a half-hour with a full 17-piece 
orchestra. The program, done in color 
by the Skelton RED-EO-TAPE Mobile 
Television System, may be used as a 
pilot. Admittedly, a half-hour of full 
orchestra may not steal any fire from 
Mitch—but it’s a step in the direction 


of diversification. 


EVE UP UP UP 

Elliot, Unger & Elliot, commercial 
production branch of Screen Gems, is 
readying a fifth and ultra-modern 
sound stage in New York City. Expan- 
sion is principally owing to the firm’s 
entry last year into the production of 
industrial and business films, plus an 
increase in tv commercial production. 

The sales and production staff has 
had seven major additions in the past 
two months, and the sales and service 
department has moved to larger quar- 
ters in the Columbia Pictures Building. 
Among the staff additions: 

Philip Frank as executive producer 
and sales representative; Sol Ehrlich 
as creative director; Edward Rinker 
as west-coast account executive; Con- 
stance Mowbray as producer-sales rep- 
resentative for EUE; Doris Belden as 
production assistant to Michael Elliot ; 
Peter Neufeld as a sales and produc- 
tion assistant; Michael Nebbia as a 
cinematographer, and Errol Linder- 
man as New York producer-sales rep- 
resentative, 

EUE was formed as a commercial 
producer in 1946, and was acquired 
by Screen Gems in February 1959. 
Screen Gems recently announced that 
it would enter the live tv field for the 
first time. In an unusual production 
agreement with CTV, the newly- 
formed Canadian television network, 
the Columbia subsidiary has sold 
Showdown to the network and will 
produce it for the network. At the 
same time the company sold _ the 
Hanna-Barbera-produced Top Cat to 
the same network. 

In film production, Screen Gems 
is currently dickering with Frank 
Cooper Associates for tv rights to USA, 
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Aluminium Limited ¢ J. Walter Thompson Co. 
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GROUP PRODUCTIONS, INC.., Detroit 














Beech-Nut Corp. * Young & Rubicam, Inc. 


LARS CALONIUS PRODUCTIONS, INC., New York 





American Bakeries * Tucker-Wayne 


SANDE & GREENE, INC., Hollywood 

















Brylcreem (Beecham Prod.) * Kenyon & Eckhardt 





American Transistor Toy * Crestwood Advertising 
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PECKHAM PRODUCTIONS, INC., New York 








California Oil Company * BBDO 





ELEKTRA FILM PRODUCTIONS, INC., New York 





Armour & Company © N. W. Ayer (Chicago) 


| PELICAN FILMS, INC., New York 
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Centrex * Ted Bates & Company 

















MGM-TY, Hollywood 
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Champlin Gasoline * Tracy-Locke Company 
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WARREN SPAH 
for Champlin 


JAMIESON FILM COMPANY, Dallas 





General Mills * Knox Reeves 





MONARCH FILMS, INC., Hollywood 





Cheramy, Inc. April Showers © Ellington & Co. 
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Infra-Rub for Whitehall Laboratories * SSC&B 





TRANSFILM-CARAVEL, INC., New York 





Citizens for Kennedy 
 IWEHINGTON 





Kitchens of Sara Lee * Cunningham & Walsh, Inc. 
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RAY PATIN PRODUCTIONS, Hollywood 








PAUL KIM & LEW GIFFORD, New York 





Malt-0-Meal ¢ Campbell Mithun, Inc. 


* 





FILMFAIR, Hollywood | 


the dramatic trilogy by John Dos 
Passos. 


NEW STORER SUBSIDIARY 


Storer Broadcasting Co. has formed 
a new subsidiary called Storer Pro- 
grams, Inc., to handle production, dis- 
tribution and sales of programs for 
television. Simultaneously with the 
announcement, George B. Storer, pres- 
ident of the broadcasting company, 
said that, as a starter, the new company 
had acquired all rights to Divorce 
Court from the Times-Mirror Broad- 
casting Co. of Los Angeles (KTTV). 
Divorce Court is an hour-long, simu- 
lated courtroom remote telecast based 
on the files of the Domestic Relations 
Court of Los Angeles. The 130 pro- 
grams are presently carried in 28 mar- 
kets, and have top ratings. 

Terry Lee will be in charge of the 
new company; Bill Evans will be gen- 
eral manager in charge of operations. 
Storer Programs, Inc., will function 
primarily in distribution and sales, ac- 
cording to Mr. Storer, leaving actual 
production to independent producers 
and outside companies. The new com- 
pany will select properties, finance 
their production, and then handle syn- 
dication, distribution, exploitation and 
sales. Needless to say, the company has 
already been approached with count- 
less suggestions on how to channel its 


energies. 


OFF-NETWORK ROUNDS 


Peter Gunn, Mr. Lucky and Yancy 
Derringer, all being distributed by Of- 
ficial Films, topped $1 million in their 
first week of distribution off network, 
according to Seymour Reed, president 
of the company. Ten markets have 
been closed, including New York 
(WNEW-TV), Los Angeles (KTLA) and 
Chicago (WGN-TV). 

Overland Trail, Suspicion, River- 
boat and Cimarron City, all out of 
MCA-TV, have reached over 60 mar- 
kets in their off-network rounds. 
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Certified Film Storage 
For 500,000,000 Feet! 


BEKINS FILM CENTER 


1025 N. Highland, Hollywood 38 
HO 9-8181 
Every facility . . . Every service 
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Manhunt, from Screen Gems, has 
reached more than a dozen stations. 
The 78 films were sold into close to 
200 markets in first-run. 


SALES MARKS... 

Trans-Lux Television Corp. has 
racked up five more markets for the 
American Civil War series. The com- 
pany has also sold its Encyclopedia 
Britannica Film Library to WICcU-TV 
Erie, Pa. and the “Feature Film 
Package” to WBEN-TV Buffalo and 
wBRE-TV Wilkes-Barre-Scranton. 

Whiplash, from ITC, is now in 
: 48 markets, many of them top. Su- 
percar, the Whiplash running mate, 
is also gathering momentum . . . Ziv- 
UA’s Ripcord has achieved 94 mar- 
kets, with recent sales to WTOP-TV 
Washington, D. C., and KTvB Boise, 
Idaho . . . Ripcord has also sold 
wnsc-Tv New York as a flagship. 
Mickey Spillane’s Mike Hammer, 
from MCA-TV, is now available for 
across-the-board stripping . . . The 
“A-Okays from. UAA” have gone 
into over 20 markets in their first 
month of sales. 

Banner Films, Inc., has sold its 
half-hour Dr. Albert Burke series, 
A Way of Thinking, in 20 markets. 

Screen Gems has sold its new syn- 
dicated Shannon series in a total of 
51 markets to date, 18 of these being 
included in two regional sales to 
Miles of California (west coast) and 
Bunker Hill Food Products (south). 
The other 33 are individual station 
sales and include wtvJ Miami; 
wpsu-TV New Orleans; WDAF-TV Kan- 
KSTP-TV Minneapolis; 
WKRG-TV Mobile; KLz-Tv Denver; 
KRCA-TV Los Angeles; KHVH-TV Hon- 
olulu; KJEO-TV Fresno; KERO-TV 
Bakersfield; | wesc-tv Charleston; 


sas_ City; 





Create the RIGHT mood every time 
f with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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Morton’s Biscuits * Ted Bates 








FILMEX, INC., New York 
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Peter Pan Foundations * Ben Sackheim 


Peter pan 





DOLPHIN PRODUCTIONS, INC., New York 





Mutual of Omaha © Bozell & Jacobs 





RCA Whirlpool * Kenyon & Eckhardt 
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WILBUR STREECH PRODUCTIONS, INC., New York 


Safeco Auto Insurance * Cole & Weber (Seattle) 





ANIMATION, INC., Hollywood 





Pacific Mills * Mogul, Williams & Saylor 
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WCD, INC., New York 





Sprite «© McCann-Marschalk 
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WYLDE FILMS, INC., New York 
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VIDEOTAPE PRODUCTIONS OF NEW YORK, INC. 





Union Oil Co. of California * Young & Rubicam 








ANSEL FILM STUDIOS, INC., New York 








Lesta Saltines * Ralph H. Jones Co. 





KEITZ & HERNDON, Dallas 
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WCSH-TV Portland, Me.; KKTv Colo- 
rado Springs, and KTSM-Tv El Paso. 


LO, THE PHOENIX! 

Phoenix Studios, a new production 
house that hangs out its logo at 420 
Lexington Ave. in New York, brings 
together an arsenal of familiar cre- 
Mike Smollin, ex-Y&R 


and Goulding-Elliott-Graham art di- 


ative talent. 


rector, is the Phoenix creative direc- 
tor. Ed Graham, co-creator of Bert 
and Harry Piel, is manager. The 
company also includes the services 
of Bob and Ray as idea men and 
performers. 


The new 


produced three campaigns, and has 


company has already 


begun production on four others. 


TELE-VIDEO PRODUCTIONS 

Lew Pollack, New York film-maker 
and president of Lew Pollack Pro- 
ductions, has founded a new com- 
pany, Tele-Video Productions, Inc., 
a motion-picture firm which will spe- 


cialize in films for tv and tv com- 
mercials. 
The studios, at 316 West 57th 


Street, are equipped with coaxial 
cables for live and tape productions. 
The largest of its two sound stages 
measures 6,000 square feet. Other fa- 
cilities include a modern kitchen for 
home economists, a construction shop 
and camera, editing, sound, electrical 
and property departments. 
Associated with Mr. Pollack in the 
new firm are Dominic Juskevich, art 
director; Torben Johnke, director of 
photography, and Nicholas Webster, 
director. Andre Moullin is in charge 


of sales. 


te: | 






According to Mr. Pollack, the new 

firm is an outgrowth of expanded 
£ I 

activities of his Lew Pollack Produc- 


tions. Mr. Pollack was a founder 
of Video Productions, Inc.. and for- 
merly was associated with Elliott, 


Unger & Elliott and the NBC and 
CBS film departments. 


MILLER-SHAW PRODUCTIONS 
Still another new company has 
been formed, this one on the plat- 
form of better programs for sub-teens 
children in the six-to-12 age 
bracket. Though Miller-Shaw Pro- 
ductions, Inc., will produce, package 
and market other properties as well, 
the two partners, James T. Shaw and 


John A. Miller, both 


gramming in the above category is 


believe pro- 


woefully lacking. Mr. Miller has been 
creator and producer of many suc- 
cessful educational and commercial 
properties, including CBS’s Captain 
Kangaroo. Mr. Shaw was vice presi- 
dent for network and regional sales 


at~Ziv-UA. 


PEOPLE IN PLACES... 

The realignment of top executives 
at NTA finds Berne Tabakin, for- 
merly vice president in charge of 
sales, elected to executive vice presi- 
dent of the company. 30b Goldston 
becomes vice president in charge of 
business affairs and secretary, and 
Leon Peck becomes treasurer. Vernon 
Burns, who has been acting as gen- 
eral manager of the company, has 
been assigned as the executive in 
charge of production of new series 
for NTA. Remi Crasto becomes gen- 


eral foreign manager in all countries 
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other than Canada. In addition, E. 
Jonny Graff has been elected presi- 
dent and general manager of WNTA- 
aM-FM New York. 

Also at NTA, Henry White, vice 
president and general manager of 
WNTA-.TV., will continue to head up 
the station operation until it is phys- 
ically turned over to the Educational 
Television for the Metropolitan Area, 
Inc. It is anticipated that Mr. White 
will then join the NTA distribution 
organization in an executive capacity. 

James T. Victory, director of syn- 
dication sales at CBS Films since 





MR. VICTORY 


1960, has been appointed general 
sales manager of the company. He 
joined CBS Films in 1953 as an ac- 
count supervisor. Previously, he was 
for 11 years with 20th Century-Fox 
in various sales capacities. 

Joseph (Red) Muscato has been 
named sales account executive for 
the Arrow Division of ITC. He was 
formerly spot sales manager of Ziv 
Tv Programs. 

Ziv-UA, Inc., has promoted Eve 
Baer to the newly created post of 
manager, program services, for all of 
the Ziv-UA organization. Since 1956 
she has been assistant to the admin- 
istrative vice president. She has been 
with Ziv since 1944, 


90 MILLION FEET 


of film in one of the most com- 
plete film libraries in the worid. No 
matter what you're looking for in 
stock footage — you'll find it at 
SHERMAN GRINBERG 


FILM LIBRARIES, INC. 


1438 N. GOWER ST.. HOLLYWOOD 28, CALIF 
HOLLYWOOD 4-7491 
245 W. SSTH ST, NEW YORK 19, N.Y 
JUOSON 6-8750 
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CHUCK GOLDSTEIN 
PRODUCTIONS, INC. 








SCHLITZ (J. WALTER THOMPSON) BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 
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PHIL DAVIS 


MUSICAL ENTERPRISES, INC. 











U. S. ROYAL TIRES (F. R. C. & H) BY JERRY JEROME PRODUCTIONS, INC. 

















JERRY JEROME 
PRODUCTIONS, INC. 
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Leonard Gochman, director of east- 
ern operations for Pat Boone and 
his tv company, Cooga, Mooga, Inc., 
has opened his own office in New 
York, Leonard Gochman Associates. 
Robert F. Lewine, vice president, 
programs, CBS Films, Inc., was elect- 
ed president of the National Acad- 
emy of Television Arts and Sciences. 
Milford Fenster has resigned from 
MCA-TV, Litd., to take a position 
with the law firm of Hall, Casey, 
Dickler, Howley & Brady, New York 
City. Hampton W. Howard has 
joined Greenwich Productions Film 
Division as a sales executive. 
George Faber, formerly Holly- 
wood manager of publicity for CBS 
Films, has been made 


Inc., director 
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FILM EQUIPMENT 








$.0.$. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 
New York Citv: 602 West 52nd Street. PLaza 7- 
p> Ba] Calif.: 6331 Hollywood Bivd., HO 7-2123 


SALES « LEASING « SERVICE 
The world’s largest | source for film production 
8 Producing, Lighting, 
Processing, Recording, Projection, Etc. 
SEND FOR OUR HUGE CATALOG ON YyYourR 
LETTERHEAD TO DEPT. N. 











CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
Pi wana . - film editing equip- 
“ment , i +. 
RENTALS — SALES 
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LIGHTING 


CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Ircle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
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210 West 65th St. 
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of client relations, a new post. He 
will continue to headquarter in Holly- 
wood. 

William Susman has been appoint- 
ed vice president of MPO Video- 
He joined MPO as a 


tronics, Inc. 





MR. SUSMAN 


production coordinator in 1956 and 
pro- 


ducer after a term as studio manager. 


was recently made executive 


Mr. Susman will continue to serve 
as a producer in the company’s tv 
commercials division. 

Robert B. Rodgers has been named 
an account executive with ABC Films, 
Inc., in the eastern division , 
Frederick W. Yardley has been made 
a regional account executive of Jay- 
ark Film Corp. He was formerly 
with Motion Pictures for Television, 
Inc. 

George T. Shupert, veteran televi- 
sion executive, has been appointed 
tv sales manager for 20th Century- 
Fox TV. Mr. Shupert, who formerly 
held the same position with MGM- 
TV, and previously had been an 


ABC Films, UA-TV 


television corporations, 


executive with 
and other 
will headquarter in New York. Peter 
G. Levathes, 
sales and production activities for 


who has headed both 


Can BONDED handle my 


@ taped shows? 


A Yes indeed. BONDED pio- 
@ neered expert handling, ship- 
ping and storing of Videotape 
shows. 








TCF-TV, will now concentrate on the 
latter. 


COMMERCIAL CUES. 

well divided in tv 
commercials awards handed out by 
the Advertising Association of the 
West at the annual meeting in Seat- 
tle. The only producers to win more 


Honors were 


than one medal were Film Fair and 
Cascade Pictures. 

Film Fair took both first and sec- 
ond prize in the 60-second animated 
First went to “Bankameri- 
Alan Alch and 
produced for Bank of America (John- 


category. 
card,” created by 
son & Lewis, San Francisco), second 
to Roaring °20s for Ralston Purina 
Co. (Guild, Bascom & Bonfigli, San 
idea and 


visual treatment by 


copy by Gil 
Alex 


Francisco) , 
Lumbard, 
Anderson. 

Cascade won both first and second 
in the live ID category. First went 
to “Two Bottles” for Purex Corp. 
(Foote, Cone & Belding), 


created by 


Douglas LEasterberg. Second to 
“Pour” for MJB Coffee (BBDO, San 


Francisco), copy and idea by B. J. 
Pote and Alan Meyer. 
Other winners were: 
Animated—20 seconds: Ist: Imag- 
for Ortho 
California Chemical Co. (McCann- 
Erickson), creator, John Magnuson. 
2nd: Quartet Films for “ 
produced for Calo 
& Beld- 
created by Doris Craig. 
Animated—ID: Ist: Dallas Wil- 
“Hey Culligan 
man,” produced for Culligan (Alex 
T. Franz Adv.), Dallas M. 
Williams. 2nd: Playhouse 
for “Hassock,” 


ination, Inc., Division, 


Tiger-teach- 
er, Classroom,” 
Pet Food Co. 


ing), 


(Foote, Cone 


liams Productions for 


creator, 
Pictures 
produced for Western 
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TV FILM 
SERVICE 


NEW YORK \, 
CHICAGO Ss 
LOS ANGELES 
TORONTO 


A Division of 
NOVO INDUSTRIAL CORP. 











VS 
‘ 


n, 


n. 
h- 
lo 
d- 





Airlines (BBDO), copy by Allen R. 
McGinnis and Morton J. Metzler, 
visual treatment by Bill Melendez. 

Live—60 seconds: 1st: Flagg Films 
for “The Mysterious Dr. Chex,” pro- 
duced for Ralston Purina Co. (Guild, 
Bascom & Bonfigli), copy by Max- 
well D. Arnold, visual treatment by 
John Norall. 2nd: Filmways of Cali- 
fornia for “Shooting shell & holster” 
for Mattel, Inc. (Carson/Roberts), 
copy by Cy Schneider, visual treat- 
ment by Dick Perkins. 

Live—20 seconds: Ist: Screen 
Gems for “Strawberry-lemon,” pro- 
duced for Sunkist Growers (Foote, 
Cone & Belding), visual treatment 
by Dick Clarke. 2nd: Jack Denove 
Productions for “Airplane,” produced 
for Pacific Telephone (BBDO), copy 
by Ralph Holmstad, visual treatment 
by Bruce Lauritzen. 

Gadette Productions, Inc., commer- 
cial producing firm, has named Karl 
Gruener, previously an executive with 
Guild, Bascom, & Bonfigli, as vice 
president in charge of sales. 

Nox Lempert, executive producer 
of Films Five, Inc., has announced 
the appointment of Leonard Farin as 
writer director. Mr. Farin was for- 
merly with Foreskin Productions. 


Film Commercials 


ANIMATION, INC. 


Completed: Campbell Soup Co. (Franco- 
American spaghetti), Burnett; Kraft Foods 
Co. (Kraft caramels, Kraft peanut butter), 
FC&B; Michigan Milk Producers (milk), 
Zimmer, Keller & Calvert; Sohio Gasoline 
(Sohio Boron), M-M; Seattle Packing Co. 
(Bar-S meats), MMH&H; Standard Oil of 
Indiana (Amoco gasoline), D’Arcy; Du- 
quesne Brewing Co. (Duquesne beer), Vic 
Maitland; Gluek Brewing Co. (Glix beer), 
J. W. Forney; Heiner’s Bakery (Heiner’s 
bread), John J. McCormack; Brunswick 
Bowling Pins (Brunswick bowling pins), 
M-E; Jenney Mfg. Co. (Jenney gasoline), 
Griswold-Eshleman; First National Bank 
of San Diego (banking), Phillips-Ramsey: 
Safeco Insurance Co. (Safeco insurance), 





PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 
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Pepsi Cola Co. © B. B. D. & 0. 





TELEVIDEO PRODUCTIONS, INC., New York 





Simoniz Co. (Viv) © Dancer, Fitzgerald, Sample 
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Cole & Weber; American Dairy Assn., 
C-M: Kroger Co. (Kroger stores), C-M; 
Dad’s Cookies (Dad’s cookies), Artray; 
Eastside Brewing Co. (Eastside beer), 
K&E; Wynn Oil Co. (Wynn’s motor oil), 
EWR&R;: Boston Five Bank (banking), 
BBDO; Huntington National Bank (bank- 
ing), Maurice Mullay; Midland National 
Bank (banking), Ted Lamb; NBC (Andy 
Williams Show), direct; Fidelity Savings 
Bank (bank), Forde Motion Pictures. 

In production: Campbell Soup Co. 
(Franco-American spaghetti), Burnett; 
Standard Oil of Indiana (Amoco gasoline), 
D'Arcy; Mutual Savings Bank of Mass. 
(banking), BBDO; Carling Brewing Co. 
(Carling’s Black Label), Lang, Fisher & 
Stashower: Toni Co. (Adorn hair spray), 
North: Heinz Foods (Heinz beans), 
Maxon; Jenney Mfg. Co. (Jenney gaso- 
line), Griswold-Eshleman; Great Northern 
Railway Co., J. W. Forney; Nepco Meats 
Co. (all-beef franks), Arnold & Co.; 
Sweets Co. of America (Tootsie Rolls), 
direct. 


DOLPHIN PRODUCTIONS 
DOLPHIN-ROSS 


Completed: Quaker Oats Co. (Puss ’n 
Boots), Lynn Baker; M. Hohner, Inc. 
(Melodica), Smith & Dorian; Roselux 
Chemical Co. (Rose-X all purpose cleaner) , 
Chalek & Dreyer; Capital Cities Broad- 
casting (promotional), direct; Peter Pan 
Foundations (Peter Pan Circle Line bra; 
opening & closing of Rudolph Valentino 
show), Ben Sackheim. 

In production: Tip Top Products Co. 
(Curl-O-Matic curlers), Ben Sackheim. 
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experience 


necessary 


Signature Music Inc. 








| 240 East 53rd Street 
New York 22, N. Y. 


hank sylvern . . . pres. 
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FILM FAIR 


Completed: General Foods (Jell-O), Y&R; 
Bardah| Oil Co. (Bardahl), MMH&H; 
Kellogg Co. (breakfast foods), Burnett; 
California Oil Co. (Chevron), Rippey, 
Henderson; Frito Co. (Fritos), EWR&R; 
Chrysler Corp. (Chrysler cars), Burnett: 
Blitz-Weinhard Co. (beer), Johnson & 
Lewis; Max Factor & Co. (lipsticks), 
Carson/Roberts: GM _  Delco-Remy Div. 
(batteries), C-E; Western Oil & Fuel 
(gasoline), J. W. Forney; Bank of America 
(Bankamericard), Johnson & Lewis; 
state Insurance (insurance), Burnett: 
Mattel Toymakers (toys), Carson/Roberts: 
Campbell Soup Co. (beans & franks), 
NL&B; Best Foods Corp. (Skippy peanut 
butter), GB&B; Malt-O-Meal Co. (Malt- 
O-Meal), C-M; Manufacturers National 
Bank (bank service), Doner; Pacific Ocean 
Park, Inc. (POP), F&S&R. 

In production: Bank of America (Bank- 
americard), Johnson & Lewis; Mattel Toy- 
makers (toys), Carson/Roberts; Kellogg 
Co. (breakfast foods), Burnett; Procter & 


Gamble (Jif peanut butter), Gardner: 
Vel’s Ford Sales (Ford products), Ryfle: 
Commonwealth Edison (electric appli- 


ances), Burnett; Northwestern Mutual In- 
surance Co. (insurance); MMH&H. 


GRAY & O’REILLY 


In production: American Home Products 
(Chef Boy-Ar-Dee), Y&R; Gulf Oil Co. 
(gasoline), Y&R; Whitehall Labs. Div., 


American Home Products  (Dristan), 
Tatham-Laird; Revere Copper & Brass 
(utensils), Adams & Keyes; Houbigant 


Sales Corp. (Cheramy Tub ’n Shower), 
Ellington; Vic Tanny (health gyms), 
KHCCA. 


KEITZ & HERNDON 


Completed: Lone Star Gas Co. (institu- 
tionals, refrigerator round-up), EWR&R; 
Minnesota Federal Savings & Loan (bank 
services), Kerker-Peterson; Dr. Pepper 
Co. (soft drink), Grant; Dallas Federal 
Savings & Loan (bank services), Taylor- 
Norsworthy. 

In production: Station Kvit (radio), di- 
rect; Humble Oil Co. (gasoline), M-E; 
Anderson Clayton, Inc. (Mrs. Tucker’s 
cake mix), M-E; Zesta Saltines (crack- 
ers), Ralph H. Jones. 


PANTOMIME PICTURES 


Completed: First National Bank of San 
Diego (auto loans), Phillips-Ramsey: 


Home Oil Co. of Canada (gasoline), 
Cockfield-Brown; State Farm Insurance 


Co. (auto insurance), NL&B. 

In production: Mars Candy Co. (Milky 
Way & Snickers candy bars), NL&B: 
American Crystal Sugar Co. (sugar), 
W. A. Krause; Household Finance Corp. 
(loans), NL&B; Pantomime Pictures 
(animated film Lance Crossfire), direct. 


RAY PATIN PRODUCTIONS 


Completed: Carling Brewing Co. (beer), 
Lang, Fisher & Stashower; Consolidated 
Food Corp. (Sara Lee cakes), C&W; Gen- 
eral Foods (Jell-O), Y&R. 

In production: National Sugar Refining 
Co. (Godchaux sugar), Fitzgerald; Saw- 
yers Inc. (View Master), Montgomery; 
Louisiana State Rice Milling Co. (Ma- 
hatma & Water Maid rice), Fitzgerald. 





ROLAND REED TV, INC. 


Completed: Willard Storage Battery Div., 
Electric Storage Battery Co. (batteries), 
Meldrum & Fewsmith; Electric Storage 
Battery Co. (Exide batteries), Meldrum 
& Fewsmith; Seiberling Rubber Co. (au- 
tomobile tires), Meldrum & Fewsmith. 


TRANSFILM-CARAVEL, INC. 


Completed: Revlon Co. (Living Curl), 
Warwick & Legler; P. Lorillard Co. (Old 
Golds), L&N; Whitehall Labs. (Infra-Rub, 
Bisodel), SSC&B; Continental Baking Co. 
(Wonder bread), Bates; Minute Maid 
Corp. (frozen orange bars), Bates; Men- 
nen Co. (Brake), Grey; Whiteball Labs. 
(Sani-Flush), Bates; Greyhound Bus 
Corp. (Greyhound bus), Grey; Schaefer 
Co. (Schaefer beer), BBDO; Ford Motor 
Co. (Mercury cars), K&E; R. J. Reynolds 
Co. (Camel cigarettes), Esty. 

In production: Nestle Co. (Nescafe), Hay- 
hurst; Goodyear Rubber Co. (Goodyear 
tires), Y&R; P. Ballantine & Sons (Bal- 
lantine beer), Esty; Revlon Co. (Living 
Curl), Warwick & Legler; Greyhound 
Corp. (Greyhound bus), Grey; Continental 
Baking Co. (Wonder bread), Bates; Col- 
gate-Palmolive (Fab), Bates; Crown- 
Zellerbach Corp. (Zee towels), Cunning- 
ham & Walsh; General Electric (refrig- 
erators), Y&R; Nestle Co. (Nescafe), 
Esty; Minneapolis-Honeywell Co.  (air- 
conditioners) , C-M 


TV GRAPHICS 


Completed: Whitehall Labs. (Neet), Gum- 
binner; Procter & Gamble (Crest), B&B; 
Pabst Brewing Co. (Pabst beer), K&E; 
Parker Pen Co. (Parker pens), Burnett; 
Brewers Foundation (institutional), JWT; 
Revlon Co. (Revlon Sun Bath), Grey. 

In production: General Foods Corp. 
(Yuban, Instant Maxwell House), B&B; 
Mentholatum Co. (Mentholatum), JWT; 
Labatt Importers (Labatt’s Pilsener), Stan- 
field, Johnson & Hill; Chatham Corp. 
(Chatham blankets), Chirurg & Cairns; 
Revlon Co. (Top Brass), Grey; General 
Foods Corp. (Log Cabin syrup), Y&R. 


VIDEO FILMS 


Tractor & Implement Div., Ford Motor 
Co. (tractors & implements), Meldrum & 
Fewsmith; Automobile Club of Michigan 
(AAA services), Stockwell & Marcuse; 
E & B Brewing Co. (beer), Simons- 
Michelson; Political campaign film, W. B. 
Doner; Chrysler Corp. (Chrysler New- 
port), Y&R; Detroit News (TV Maga- 
zine), Doner; U.S. Naval Reserve (re- 
cruiting) , direct. 

In production: Tractor & Implement Div., 
Ford Motor Co. (tractors & implements), 
Meldrum & Fewsmith; E & B Brewing 
Co. (beer), Simons-Michelson. 


WGN SYNDICATION SALES 


Completed: Wolverine Shoe Co. (Hush 
Puppie shoes), McManus-John-Adams; 
People’s Gas, Light & Coke Co. (heating), 
NL&B; Chicago Cubs (baseball), Arthur 
Meyerhoff; First Federal Savings & Loan 
Assn. of Chicago (bank services), D-F-S; 
A.S.R. Products Co. (Marlboro cigarettes) , 
Burnett; Theo. Hamm Brewing Co. (beer), 
C-M; Sidney A. Tarrson (toys), Allen 
Alpert. 

In production: First Federal Savings & 
Loan Assn. of Chicago (bank services), 
D-F-S. 


















TELEVISION AGE 


early about this time, the prob- 

lem of the time-broker pops up. 
As usual, it’s the children’s program- 
ming area from which the complaints 
are heard, and—although the heat 
seemed to be off in recent months— 
at least one agency timebuyer is 
steaming. 

“The only reason things have quiet- 
ed down,” he fumed, “is. because 
some of the big companies that pro- 
tested in the past have decided that 
‘if you can’t lick ’em, join ’em.’ For 
the little guy, the situation’s worse 
than ever.” 

The problem, for anyone not in- 
volved with the intricacies of chil- 
dren’s-show purchasing, is that in 
roughly a dozen major markets, the 
top-rated juvenile programs are “con- 
trolled” by local toy distributors. 
These distributors, feeding merchan- 
dise from numerous manufacturers 
into hundreds of retail outlets, pur- 
chase the tv shows on a 26- or 52- 
week basis, then make spots available 
to the various manufacturers at (sup- 
posedly) cost. 

Inequities are obvious. Toymak- 
ers who have other means of distribu- 
tion have little chance of getting into 
the programs, as the distributors 
favor their own suppliers. Distrib- 
utors can charge flat rates for the 
spots, making a profit because their 
own prices are based on 52-week 
discounts. “One jobber in Detroit,” 
said our irate timebuyer, “printed up 
his own rate card and started selling 
spots before he even bought a pro- 


a review of 
current activity 
in national 
spot tv 


gram from the station!” Agencies 
are generally by-passed in obtaining 
schedules, and commercials are log- 
jammed mercilessly. 

The advantages to a station are 
also obvious. Rather than having to 
scour up clients during the slow 
spring and summer months when 
toymakers are relatively inactive, sta- 


tions guarantee themselves year- 
round income on their kid strips, fig- 
uring the distributor's numerous 


contacts will keep him supplied with 
customers. (Some distributors have 
reportedly used primitive techniques 
—you buy some spots or you don’t 
get into the stores”—to insure this. ) 

As stated earlier, the complaint is 
a perennial one, but the timebuyer 
in question has a concrete suggestion 





Associate media director Tom Lynch 
at Young & Rubicam, Inc., New 
York, oversees activity on American 
Home Foods, National Sugar Refin- 


ing and others. 
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REPORT 


to offer: “Why can’t a station sell off 
part of its best shows, if it wants to, 
to the distributors, and include part 
of its lower-rated programs, too? 
This would leave the ‘outside’ adver- 
tisers with some chance of getting 
into the better programs, at least. 
The way things are now, you can 
only get into the less popular shows. 
Anybody will go along with a com- 
bination buy that includes the best 
and the poorest, but nobody is happy 
when they’re stuck 100 per cent with 
the poorest alone.” 

Two things “really irk me,” con- 
cluded the buyer. “One is the fact 
that in this ‘seller’s market,’ our 
money isn’t as good as the next guy’s. 
The other is that stations which 
shout how ethical they are, the same 
ones who print ‘no bulk time sold for 
resale’ on their rate cards, are in 
this business hook, line and sinker.” 


Among current and recent spot ac- 
tivity from agencies and advertisers 
across the country were the follow- 


ing: 


AMERICAN THERMOS 
PRODUCTS CO. 
(Charles W. Hoyt Co., Inc., N.Y.) 
Another newcomer to tv advertising, this 
firm kicks off light schedules of live- 
personality minutes in children’s 
programming at the first of next month in 
a back-to-school drive on its lunch boxes. 
About 36 markets will be used for a 
brief drive running through the start of 
school. Doug Humm is the timebuyer. 
(Continued on page 54) 
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“Charlotte's WSOC-TV... 
makes a real contribution to sales results” 


— Dick Jones 
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“We've found that 
WSOC-TV takes a Sincere 
interest in the advertiser. 

' This desire to assure the 
success of our advertising 
has made a real 
contribution to sales results 
for Strietmann products in 

the Charlotte market.” 


CE erm ER! PO OE EEE ee 


DICK JONES, Vice Pres. 
Raiph H. Jones Company 
Cincinnati 


No lip service at WSOC-TV. Advertisers have learned that schedules 
on WSOC-TV receive the genuine interest of the station's staff. Active 
interest—the kind that helps promote products and contributes to sales 
successes. Here in America’s 19th largest tv market, for the best of 
NBC and ABC, plus top local and regional service, Carolina viewers 


depend on WSOC-TV. One of the great area stations of the nation. CHARLOTTE 9—NBC and ABC. Represented by H-R 


WSOC and WSOC-TV are associated with WSB and WSB-TV, Atianta, WHIO and WHIO-TV, Dayton 
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The Buyer Talks About... 
VACATIONS 


So you've got the tickets, you’re packed and ready to leave. 

Or are you? 

There’s a lot more to getting away from the desk for two weeks than 
just picking up and going. At least, there should be a lot more—if you 
have the best interests of the client (and yourself) at heart. 

Just like anything else, a vacation takes planning—not just deciding 
where to go and what you'll need, but what’s going to happen with your 
accounts while you're away. 

First of all, the thoughtful buyer schedules his vacation during a 
period when his agency activity is normally at a minimum. For the 
strictly-tv buyer, it’s usually simple to pick a couple of summer months 
when little is going on. For the all-media man handling heavy radio or 
print schedules all year ‘round, it’s a little more difficult, but it can be 
done. (The thing to avoid is that don’t-give-a-damn-let-’em-get-along- 
without-me-for-two weeks attitude that pops up on a day when the sun 
is shining and the pressure is high.) 

If you’ve timed it properly, then, there shouldn’t be too much worry 
about the problem of buying activity while you’re away. But it can— 
and does—happen. The account may suddenly need a schedule in a 
single market or a dozen, or it might decide to cancel schedules in all 
but one or two areas, or reduce frequencies in some. 

This is where your assistant comes in, with his success or failure in 
keeping things running smoothly, depending to a large degree on how 
well you've prepared for your departure. 

Of course, you’ve both checked over all schedules currently running 
so that he’s aware of approaching end or renewal dates. But have you 
made note of particular markets where you've been requesting better 
availabilities than the ones you have? (If a station comes up with a 
better-rated spot, but at a higher price, the assistant’s decision to accept 
or reject it might necessarily depend on how much background informa- 
tion he has on the client’s needs and wants. ) 

A basic point is to be sure the assistant or media director—someone 
who can take charge—knows where everything is that’s pertinent to your 
accounts. If you have some scribbled notes tucked underneath the adding 
machine on your desk, transcribe them into English and file them where 
they can be located if necessary. 

It doesn’t hurt, either, to inform the reps well in advance that you'll 
be away for a few weeks. It’s more than a matter of courtesy, of 
preventing salesmen from going out of their way to visit you when 
you re not in: if the reps know when you plan to leave, they might make 
efforts to bring important matters to your attention a little sooner— 
before you go. Or they'll be prepared to work with someone else. (Watch 
out for the salesman who tries to put across a deal while you’re away. 
If an assistant runs into a situation where he’s told he'll “have to grab 
this now before a competitor gets it,” be sure he checks with someone 
higher up before acting.) 

Sure, pre-planning is work, but the knowledge that things are okay 
back at the office can make a vacation even more relaxing. You'll avoid 
that fear of returning on a Monday morning to a desk piled high with 
problems. Oh, by the way, make certain the client and media director 
are aware of the efforts you’ve made to keep things running smoothly; 
you don’t want them thinking the agency is getting along perfectly well 
without you. 
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Early Marriages 
Are Successful 


@ | know a “girl” (I use the word 
in the past tense) down Brown 
County way who is still single at 
age 47—she's been waiting for 
the right man to come along. Now 
we all know that the perfect man 
just doesn't exist—and during the 
past 27 years or so, she’s been 
missing an awful lot by waiting 
and wasting. 




























































Same’s true in television. Some 
buyers of time miss a lot of selling 
opportunities because they're 
waiting for the perfect availability 
or the perfect show, while their 
competitors are enjoying the 
benefits of an early marriage to 
TV by snapping off customers 
right and left. 










































The moral to our “Indianacdote” 
is simply this. Early marriages in 
TV are successful. You lose by 
waiting. You gain by buying early 
and making your hope chest a 
reality. We're ready to confirm 30 
days in advance of start date and 
a genuine plus on Channel 6, 
Indianapolis, is our especially 
designed procedure to improve 
locations for the incumbent 

advertiser on a continuing 
basis. Just ask us 
about it. 
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INDIANAPOLIS 
BASIC NBC-TV AFFILIATE 
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You won't find a better showcase 
for your product in the Johnstown- 
Altoona Market than WJAC-TV. Both 
ARB and Nielsen rate WJAC-TV the 
Number One station in this area. 
But even more significant than 
Statistics are sales _results--and 
happy advertisers, in every prod- 
uct category, attest to the sell- 
ing power of WJAC-TV. Why not put 
your advertising on the station that 
turns statistics into sales! 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








MILLIONS FROM 
S ATOP THE ALLEGHENTES 


JOHNSTOWN - CHANNEL 6 
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Spot (Continued from page 51) 


| AMERICAN TOBACCO CO. 
Fa C. Gumbinner Adv. Agency, Inc., 
iN Re 

The cigarette firm, for dual-filter 

| TAREYTONS, is reported checking avails 
for both prime-time 20’s and half-hour 
syndicated shows for fall in some 50 

major markets. A September start for 13-26 
weeks or longer is planned. Lou West is 
the spot buyer on the account. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N.Y.) 


Having run through the summer on 


| reduced frequencies in a number of 


markets, AVON cosmetics begins 
bolstering its schedules late next month. 
Large lists of major markets across the 
country get new placements of daytime 
and late-night minutes and 20’s on film to 
continue into the holidays. Lee Petry is the 


| timebuyer. 


BEECH NUT-LIFE SAVERS CoO. 


(Young & Rubicam, Inc., N.Y.) 


Continuing to utilize spot as a fill-in for 


| network deficiencies, BEECH NUT baby 





foods renewed a handful of markets early 
this month for another 13 weeks. Prime- 
time 20’s are used in moderate frequencies. 
John Flournoy, assisted by Al Ward, is 

the timebuyer. 


BEST FOODS Div. Corn 
Products Co. 

(D-F-S, New York) 

Small groups of selected markets 
reportedly received brief schedules 
throughout the latter part of this month 
and the first weeks of August for 
HELLMANN’S mayonnaise. Day and night 
minutes and 20’s on film run. Joe Campion 
is the buying contact. 


BROWN SHOE CO. 
(Leo Burnett Co., Inc., Chicago) 
Mid-August will see the start of a back- 
to-school campaign for this company’s 
juvenile brands. Most major markets 
across the country will be using minutes 
in and around children’s shows for about 
six weeks. Eloise Beatty is the timebuyer. 
BRISTOL-MYERS CO. 
(DCS&S, New York) 
New schedules for VITALIS were being 
(Continued on page 56) 





LEN ZIEGEL moved from Compton 
Advertising, Inc., where he bought 
on Procter & Gamble for the U.S. 
and Canada, to Richard K. Manoff, 


Personals 


LARRY with Mc- 
Cann-Erickson, Inc., and Norman, 
Craig & Kummel, Inc., joined J. 


Walter Thompson Co. The accounts 


LEVY, formerly 





Inc. His primary 
now the Welch account. 


responsibility is 
At Comp- 
ton, Noel Becker took over on the 
P&G brands. 


KENNETH S. OLSHAN was named 
media research director at Doherty, 
Clifford, Steers & Shenfield, Inc. He 
joined the agency early this year 
as assistant media supervisor. 
ROBERT WIDHOLM, broadcast media 


DCS&S, 


media supervisor at the 


supervisor at was named 
assistant 
He retains his former duties 


under his new title. 


agency. 


LARRY REYNOLDS, PETE MCLEAN and 
FRANK MCDONALD, all previously as- 
sistant buyers at DCS&S, are now 
full buyers on various accounts 
while continuing to assist on others. 
Mr. Reynolds on Golden 
Blossom honey, Cigar Institute and 
others; Mr. McLean handles Bor- 
den’s instant coffee and Better 


, along with others, 


works 


Vision Institute 


and Mr. McDonald services the 
Chemway and U. S. Tobacco ac- 
counts. 

BARBARA ANDERSON, previously a 


secretary at J. Walter Thompson 
Co., Inc., New York, became an as- 
sistant buyer on the Lever account. 


on which he will buy were not yet 
decided at press time. 

GERALD EPSTEIN, formerly with the 
media research department of Gey- 
er, Morey, Madden & Ballard, Inc., 
New York, was media 
analyst at Wade Advertising, Inc., 


named a 


Chicago. 
FRANK NOLAN, group supervisor in 
department at Kudner 
Inc., moved 


the media 
Agency, onto the 
agency’s account-executive roster. 

LEONARD GOLDBERG joined the 
media department of BBDO as co- 
ordinator of broadcast media and 
planning. He previously was with 
NBC-TV as administrator of sales 
and programming research. 

EUGENE J. MCCARTHY, 


with Young & Rubicam’s San Fran- 


formerly 
cisco office, moved to the Los An- 
geles office of McCann-Erickson, 
Inc., as media director. 

JOHN E, FRANKS, previously direc- 
tor of marketing at John C. Dowd, 
Inc., Boston, was named director of 
media and marketing. 

JEANNE GUMM, previously produc- 
tion manager at Arthur E. Wilk Ad- 
vertising, Chicago, was raised to the 
post of media director. 




















A Papert, Koenig, Lois, Inc., 
media director William Murphy 
has some interesting ideas on why the 
agency concentrates its tv advertising 
(for Coldene, Ronson, others) in 
nighttime rather than daytime pro- 
gramming. 

“Our commercials are unusual,” he 
says, “and people talk about them. 
But a viewer can’t talk about them 
unless someone is around to talk to 
—and daytime tv, we feel, doesn’t 
provide the two viewers per set that 
nighttime does. 

“It's what we call a ‘classroom 
technique’: The student will remem- 
ber what he comments upon. We fig- 
ure that when two people see one of 
our commercials, the effectiveness 
isn’t merely doubled, but is quad- 
rupled because each talks to the other 
about it. With the average consumer 
exposed to 1,500 ad messages a day, 
any one message—in order to stand 


rae is ee ee 


° . WILLIAM A. MURPHY 





out—has to reach for memorability.” 

Mr. Murphy, who came to P-K-L 
in June of last year, was previously 
with W. B. Doner in Baltimore. Dur- 
ing the last three months of tenure 
there, he shuttled back and forth be- 
tween New York and Baltimore as 
he began working for P-K-L while 
continuing to handle then-Senator 








John F. Kennedy’s campaign in 
Maryland. 

Having begun his advertising ca- 
reer right after college in 1948, Bill 
Murphy first worked in production, 
then moved strongly into media as 
television’s rapid growth made skilled 
personnel necessary. He admits that 
in larger agencies, the media depart- 
ment is often used as a stepping stone 
to account work, but at P-K-L his de- 
partment (he has 10 people under his 
direction) is strictly for media- 
minded people: the department mem- 
bers are there for their understand- 
ing of audience, impact and vehicle. 

Although a skiing enthusiast, Mr. 
Murphy hasn’t much time for the 
sport after putting in the long hours 
behind his glass-walled Seagram 
Building office. He lives in Manhat- 
tan, avoiding time-wasting hours on 
commuter trains. “New York,” he 
says however, “is the only place to 
work, but it’s no place to live.” (For 
more on P-K-L, see page 36.) 





at W GY |. tn difference 


between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 
to WGY for its personality 





programming.* From sign on 











to sign off....WGY sells. 


*Charles John Stevenson, one of radio’s 
truly “old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard »Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 92.2; 


WG 810 KC, 


90 KW 





A GENERAL ELECTRIC STATION 
ALBANY - SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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Spot (Continued from page 54) 


placed at press time, with filmed minutes 
in primarily nighttime slots to kick off at 
the middle of next month. The selected 
markets will be used for about 12 weeks 
initially. Pete McLean is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N.Y.) 
The word here on BUFFERIN and SAL 
HEPATICA for fall is that there'll be the 
expected spot activity as in the past. 
Bufferin runs on a year-around basis in 
most of its markets, but should heavy up 
for fall. Sal Hepatica recently ended a 
26-week schedule in primarily southern 
markets and is taking a hiatus for about 
six weeks before returning to the same 
areas. Both brands use filmed minutes in 
day and night periods. Frank Moran 
handles Bufferin, Gene Grealish is on 
“the smile of health” product. 


COTY, INC. 

(D-F-S, New York) 

Fall plans are in the making for this 
advertiser, reporting all of its broadcast 
activity will be spot. Some of the 
schedules kick off in selected markets in 
September, with other areas and 
additional frequency used before the 
holiday season. (Due to some media 
realignments at the agency, a buyer was 
not assigned to the account at press time.) 


CHOCK FULL O’ NUTS CORP. 
(Peerless Adv., N. Y.) 

While not completely firmed at press 
time, fall plans for this coffee concern 
include the greatest share of the budget 
going into tv spot. Schedules will 

run both on the regular grind in its 
usual market areas and on the new 
instant brand where it has distribution. 
Filmed minutes, 20’s and ID’s in day 
and night slots will be used as in the 
past. Lee Kaye and Clara Haber are 
the timebuyers. 


DOROTHY GRAY Div. 
Lehn & Fink Products Corp. 
(McCann-Erickson, Inc., N.Y.) 


While this cosmetics firm primarily uses 
co-op in its tv ventures, a small group of 
major markets reportedly gets some four- 
week schedules to begin next week. 
Nighttimme 20’s for the OGILVIE brand 
of home permanents are slated to run in 
moderate frequencies. Judy Bender is the 
timebuyer. 


DYNA-GROUP CORP. 

(W. G. Spencer Adv., L. A.) 

Nearly three-quarters of a million dollars 
reportedly will be spent by this 
organization in spot-booking a new 
syndicated program in various markets 
throughout the country, with New York, 
Chicago, Denver, Salt Lake City, Miami 
and Birmingham already selected. The 
half-hour Larry Moore Show will be used 
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Buyers’ Check List 


New Station 


WLKY Louisville, Ky., channel 32, 
will start operations Sept. 16, as an 
ABC primary affiliate. The station’s 
antenna height will be 232 feet 
above average terrain, ERP 251 kw 
video, 126 kw audio. General man- 
ager is Richard Shively. Base: $100. 


New Representatives 


KBAK-TV Bakersfield, Calif., ap- 
pointed Young-TV as its national 
sales representative, effective im- 
mediately. 

KETV Omaha, appointed Harring- 
ton, Righter & Parsons, Inc., as its 
national sales representative, effec- 
tive Aug. 1. 

wHNB Hartford-New Britain, 
Conn., appointed the George P. Hol- 
lingbery Co. as its national sales 
representative, effective immediately. 

WHTN-Tvy Huntington-Charleston, 
W. Va., appointed Young-TV as its 
national sales representative, effec- 
tive immediately. 

wkow-Ttv Madison, Wis., ap- 
pointed Young-TV as its national 
sales representative, effective im- 
mediately. 

wusn-tv Charleston, S. C., ap- 
pointed Young-TV as its national 
sales representative, effective im- 
mediately. 


Rate Increases 

ABC: 

KABc-Tv Los Angeles, from $3,800 
to $4,000, effective July 1. 

KGO-TV San Francisco, from $2,300 
to $2,400, effective July 1. 

KRDO-TV Colorado Springs, from 
$275 to $300, effective July 1. 

Kswo-tv Lawton Okla., from $250 
to $300, effective July 1. 

wasc-tv New York, from $6,000 
to $6,750, effective July 1. 

wBKB Chicago, from $4,000 to 
$4,200, effective July 1. 

wrsc-Tv Altoona, Pa., from $700 
to $1,000, effective June 15 

winr-Tv Binghamton, N.Y., from 
$200 to $225, effective July 1. 

wmtw-tv Mt. Washington, N.H., 
from $600 to $700, effective July 1. 

wREX-Tv Rockford, IIl., from $550 
to $600, effective July 1. 

wsJv-tv Elkhart, Ind., from $425 
to $450, effective July 1. 

wTaE Pittsburgh, from $2,400 to 
$2,500 effective July 1. 

wtvn-tv Columbus, Ohio, from 
$1,200 to $1,250, effective July 1. 

wvec-tv Norfolk, Va., from $800 
to $850, effective July 1. 

wxyz-tv Detroit, from $2,800 to 
$3,000, effective July 1. 


CBS: 

cegc-Tv Saskatoon, Saskatchewan, 
from $310 to $365, effective July 1. 

CFCL-TV Timmins, Ont., from $240 
to $255, effective July 1. 

crcr-Tv Kamloops, B.C., from $75 
to $90, effective July 1. 

cFPL-TV London, Ont., from $515 
to $540, effective July 1. 

CHAT-TV Medicine Hat, Alberta, 
from $110 to $145, effective July 1. 

CHBC-TV Kelowna, B.C., from $185 
to $190, effective July 1. 

cHcA-Tv Red Deer, Alberta, from 
$195 to $235, effective July 1. 

CHCH-TV Hamilton, Ont., from 
$660 to $700, effective July 1. 

CHsJ-Tv Saint John, New Bruns- 
wick, from $345 to $365, effective 
July 1. 

cKco-Tv Kitchener, Ont., from 
$515 to $535, effective July 1. 

cKcw-Tv Moncton, New Burns- 
wick, from $335 to $345, effective 
July 1. 

CKMI-TV Quebec City, Que., from 
$190 to $235, effective July 1. 

cKOos-Tv Yorkton, Sascatchewan, 
from $175 to $260, effective July 1. 

cCKx-Tv Brandon, Manitoba, from 
$235 to $240, effective July 1. 

KGLO-TV Mason City, Iowa, from 
from $450 to $475, effective July 1. 

KSBW-TV Salinas-Monterey, Calif., 
from $450 to $550, effective July 1. 

WBEN-TV Buffalo, from $1,500 to 
$1,600, effective July 1. 
NBC: 

KOAM-TV Pittsburg, Kan., from 
$325 to $400, effective Jan. 1, 1962. 

wrcv-Tv Philadelphia, from $3,700 
to $3,900, effective Jan. 1, 1962. 

wsM-TvV Nashville, from $950 to 
$1,025, effective Jan. 1, 1962. 


Station Changes 


KcmT Alexandria, Minn., will be 
deleted from NBC’s Program Ex- 
tension Plan, Dec. 31. 

KcsJ-TV Pueblo, Colo., will be de- 
leted from NBC’s Program Exten- 
sion Plan, Dec. 31. 

KPLc-tv Lake Charles, La., will be 
deleted from NBC’s Program Ex- 
tension Plan, Dec. 31. 

KVAL-TV Eugene, Ore., will be de- 
leted from NBC’s Program Exten- 
sion Plan, Dec. 31. 

WEAU-TV Eau Claire, Wis., will be 
deleted from NBC’s Program Ex- 
tension Plan, Dec. 31. 

WHIs-TV Bluefield, W. Va., will be 
deleted from NBC’s Program Ex- 
tension Plan, Dec. 31. 

WLEX-TV Lexington, Ky., will be 
deleted from NBC’s Program Ex- 
tension Plan, Dec. 31. 


























to promote the group’s DYNA-THOUGHT 
records that deal with such subjects as 
self-confidence, smoking control, etc. 
Program is to be stripped on a Monday- 
Friday basis. Agency head William 
Spencer is the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 
Considerable activity in upwards of 50 
major markets was noted here on both 
ALPHA-BITS and GRAVY TRAIN dog 
food, with the cereal starting kid-show 
minutes at the middle of the month and 
the dog food kicking off prime and non- 
prime minutes and 20’s at issue date. 

Both products employ brief three-four-week 
placements. Bob Previdi is the Gravy Train 
contact, Frank Dewey is on Alpha-Bits. 


GENERAL MILLS, INC. 
(BBDO, New York) 

Noted here last issue as setting schedules 
on its cake mixes in selected areas, 
BETTY CROCKER pancake mix is 
readying fall activity in a handful of 
markets. Day and non-prime night minutes 
will get under way the middle of next 
month and run about 13 weeks. Betty 
Powell is the timebuyer. 


GENERAL MILLS, INC. 
(Knox Reeves Adv., Inc., 
Minneapolis ) 

The BETTY CROCKER potato products 
campaign noted here June 26 reportedly 
will be adding markets in the midwest 
and west at the first of next month. The 
campaign, using minutes, is expected to 
increase frequency in existing areas as 
well. Phil Archer is the timebuyer. 


HEUBLEIN, INC. 

(Fletcher Richards, Calkins & Hol- 
den, Inc., N.Y.) 

The spot activity noted here June 12 for 
MAYPO cereal is beginning to increase 
in tempo, with a large number of 
national markets to be lined up for 
September-October starts. As in the past, 
minutes in and around juvenile 
programming is used. Liz Griffiths is the 
timebuyer. 


KAYSER ROTH CO., INC. 
(Daniel & Charles, Inc., N.Y.) 

Fall plans for SUPP-HOSE were being 
firmed up at press time, with the word 
being that the Jack Paar and Today 
shows would be used on network, but that 
prime-time 20’s would run in some markets 
and saturation placements of minutes and 
20’s would go into others. Look for a 

start late in September or early in 
October as in the past. Isabelle Stannard 
is the timebuyer. 


G. R. KINNEY CORP. 

(F. B. Sawdon Co., Inc., N. Y.) 

As are a number of shoe firms, this 
chain operation will be using spot 
schedules in its regular tv markets for 
a back-to-school promotion as it’s done 





in the past. Filmed minutes at all 
times to reach kids and parents are used. 
Media director Ardien Rodner is the 


contact. 


LIONEL CORP. 

(Grey Adv., Inc., N.Y.) 

This trainmaker’s fall plans will see its 
Wonderful World of Trains ¥%-hour 
“special” in 75 markets in the U.S., plus 
seven in Canada. (Last year, the show went 
into 31 areas. The 61 budget is 126% 
more than 1960's). Meanwhile, it’s begun 
placing kid-show minutes and 20's in top 
markets for its trains and science kits. 
Kick-off dates are early in October for a run 
through the Christmas-buying period. 
Hank Thom is the buying contact. 





MAYBELLINE CO. 
(Post & Morr, Inc., Chicago) 

Having taken the 20-second break in the 
network Miss Universe telecast in some 

70 markets at the middle of the month, 

this maker of various eye-beauty products 
plans to resume spot activity in conjunction 
with its schedules on several network 
programs in September. Minutes in 
scattered national markets will be used for 
fill-ins, supplements and for special drives. 
Marketing services director Mitch 
Streicker is the contact. 


PETER PAUL, INC. 

(D-F-S, New York) 

The “largest advertising campaign” in this 
candy-maker’s history will kick off in 
September via four network shows on 
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This is the PLUS factor that makes 


WOC-TV more exciting — more 


interesting — more effective than the 


competition. Yes, more local 
programming for homemakers, 


for sports fans, for youngsters . . . 


all this in addition to NBC, 


top ABC shows and the best of the 


syndicated shows. 


These are the people that buy 
products in the nation’s 47th TV 


market. More than 2 billion dollars 


in retail sales ring on the 


retailer’s cash register. Over 438,000 


TV homes are within the 42 


counties of WOC-TV’s coverage area. 


And to help you get the maximum 


number of these dollars WOC-TV 


specializes in effectively co-ordinating 


and merchandising your buy at 


every level — the broker, wholesaler, 
direct salesman, key buyer as well as 


the retail outlet. 


Your PGW Colonel has all the facts, 


figures and other data as well as 
day by day availabilities. 
See him today. 
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WOMEN... 


PURSE STRINGS © 


and April 1961 Nielsen 


PROVES that each afternoon 


MORE of them 
WATCH... 


=e 


CHATTANOOGA 


Advertising Time Sales, 
Inc., has Details 


Call Them NOW! 


WSUN-TV 
DELIVERS THE 
TOP 
PROGRAMMING 


OF 
UNDUPLICATED 
ABC 


TO 214,000* TV HOMES DAILY 
IN THE NATION’S 31st MARKET! 


Package this with the lowest cost 


per thousand and you get a DOMI- 
NANT BUY in a DOMINANT MARKET! 





TAMPA - ST. PETERSBURG 
CHANNEL 38 


Natl. Rep: VENARD, RINTOUL & McCONNELL 


S.E. Rep: JAMES S. AYERS 
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Agency Adds 


Charles C. (Bud) Barry, previous- 
ly in charge of tv-radio program- 
ming at Young & Rubicam, Inc., 
became director of the agency's tv- 
radio department, succeeding Mort 
Werner, who joined NBC-TV. 

Frank E. Heaston, vice president 
and marketing director of Gardner 


Advertising Co., New York, was 
named marketing director of the 


entire agency. He joined the Gard- 
ner media department in 1954 and 
became media director in 1957. 
Ralph Kanna was appointed tv- 
radio director of William Schaller 





MR. KANNA 


Hart- 
ford, Conn. He is a tv producer and 
appearing daily 
WNHC-TV 


Co., Inc., agency in West 


in a 
New 


personality, 
weather show on 
Haven. 

Henry Fownes Jr., previously New 
York office manager for MacManus, 
John & Adams, Inc., was made a 
senior vice president and general 
manager for the tv-radio division of 
the agency. The new division has 
headquarters in New York and Los 
Angeles. 

Mickey Trenner joined Kenyon & 
Eckhardt, Inc., Los Angeles, from 
Grey Advertising, New York, to be 
in charge of tv-radio production 


activities. 











ABC-TV, plus “additional weight in major 
areas with heavy nighttime spot tv 
advertising.” Filmed minutes and 

20’s will be used as in the past. Dorothy 
Medanic is the timebuyer. 


PHARMACRAFT CORP. 
(Papert, Koenig, Lois, Inc., N.Y.) 
For its new ALLEREST anti-allergy tablet, 
this pharmaceutical firm is continuing its 
schedules through the summer, with 
numerous markets getting extensions from 
early August until October. Prime ID’s 
and 20’s are used along with non-prime 
minutes. Carol Lewis is the timebuyer. 







J. NELSON PREWITT, INC. 
(Hanford & Greenfield, Rochester) 
Introduced barely two years ago in a 

few southern markets, MATEY children’s 
bubble-bath is currently using 148 stations 


across the country. The word for fall 

is that no major change is expected, as 
many of the schedules continue in 1962. 
A new filmed minute featuring Shari 
Lewis will go into all markets. Both 
juvenile programming and family-audience 
time slots are employed, backed by two 
network kid shows. President Jack 
Prewitt of the Rochester company and 
agency head R. S. Hanford are the 
contacts, 


PROCTER & GAMBLE CO. 
(Honig-Cooper & Harrington, S.F.) 
At mid-month, new schedules in about 30 
major markets got under way for 
CLOROX bleach, with filmed minutes 
running in early- and late-evening slots. 
The placements will carry through the 
P&G contract year. C. McCreary is the 
timebuyer. 


PROSPECT ENTERPRISES, 
INC, 

(de Garmo, Inc., N. Y.) 

Not having advertised previously, this 
company kicks off a test this week in the 
Albany-Troy-Schenectady and Plattsburgh 
areas for INSTANT WHITE SAUCE. 
Minutes in a new technique called 
“Scrollfilm” will run for about five weeks. 
Creative head Elliott Nonas is the contact. 


RECORD PRODUCTS 

(Robert Myron Agency, Ltd., N. Y.) 
A “new concept” in tie-in promotions is 
being backed by this record firm, a 
subsidiary of General Harmonics & Video. 
Long-playing records are packaged with 
merchandise available in supermarket 
chains and similar outlets. A current 
deal includes a tie-in with Jiffy Sew 
mending product, and coming up is one 
with Brylcreem and Silvikrin shampoo. 
The Myron agency backs up local-store 
orders with newspaper and spot placements 
in selected areas. Marvin Birnbaum 

is the contact. 


SCOTT PAPER CO. 

(Ted Bates & Co., Inc., N.Y.) 

A small group of markets reportedly starts 

schedules of nighttime minutes and 20’s 

on WALDORF bathroom tissue next week, 
with the placements continuing through the 
year. John Catanese is the buying contact. 


SCRIPTO, INC. 
(McCann-Marschalk Co., Inc., N.Y.) 
Once a major spot user until a swing 

to network a few seasons ago, this company 
reportedly will return to spot for a 
back-to-school and fall campaign that 
should be “quite heavy.” Exact plans were 
not finalized at press time. Otis Hutchins 
is the timebuyer. 
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SELCHOW & RIGHTER CO. 
(Lester Harrison, Inc., N.Y.) 

As noted here May 15, this maker of 
SCRABBLE, PARCHESI and other box 
games laid its fall plans well in advance. 
Schedules have now gone out to stations 
in major markets, calling for four to 
eight weeks of minutes in kid shows and 
family-audience viewing periods. 
Incidentally, the firm is one of very few 
toy outfits reportedly not using jobber- 
bought programs. Jeff Herrman is the 
timebuyer. 


SHELL OIL CO. 


(Ogilvy, Benson & Mather, Inc., 


N.Y.) 

The long-awaited SHELL return to spot 
should take place at issue date, if the 
agency’s request for availabilities means 
anything—and if plans aren’t reversed, as 
reportedly happened with a scheduled 
network buy. Major markets in the east 
and midwest were being looked into at 
press time for placements of ID’s and 20’s 
in strong frequencies to back a sailboat 


contest. John McLaughlin is the timebuyer. 





Account Activity 

Texaco, Inc., made the top ac- 
count-switch headlines of the sum- 
mer when it announced on Oct, 1 
move from Cunningham & Walsh, 
Inc., to Benton & Bowles, Inc. Bill- 
ings are placed well over $12 mil- 
lion. 

Italian Line, another Cunningham 
& Walsh account, named Kastor Hil- 
ton Chesley Clifford & Atherton, 
Inc., as its new agency, effective 
Jan. 1. Billings are about $700,000. 

Wilson & Co., Inc., placed a 
variety of products, including Ideal 
dog food, B-V meat extract and oth- 
ers, at Compton Advertising, Inc., 
Chicago, in a change that brought 
about $1.5 million in billing to the 
agency. Roche, Rickerd & Cleary, 
Inc., was the previous agency on the 
brands. 

Farm House Frozen Foods divi- 
sion of Ward Baking Co. moved to 
Grey Advertising, Inc. Smith/Green- 
land previously held the account. 

Needham, Louis & Brorby, Inc., 
New York, was appointed by Lieb- 
mann Breweries, Inc., for various 
new products, Foote, Cone & Beld- 
ing, Inc., retains the brewer's 
Rheingold brand in most of its mar- 
keting area. 

MacFadden Publications named 
Wexton Advertising Agency to han- 
dle circulation and promotion adver- 
tising. The publisher used tv spot 
several years ago through Regal 
Advertising, Inc. 














At SSC&B, New York, Bob Carmody 
is assistant buyer on Pall Mall and 
other brands for American Tobacco 


Co. 





SHERATON HOTEL CORP. 
(BBDO, Boston) 


As noted in Tele-Scope last March 6, this 
hotel chain embarked on a test of spot tv, 
planning to use schedules in key markets 
“out of the 40 in which Sheraton hotels 
were located.” At last report, the 
campaign of filmed minutes and 20’s had 
covered 50 markets, with continuations 
and expansions planned. Air time is set 
primarily on a trade basis through the 
company’s Boston headquarters, with the 
agency assisting and advising. Vice 
president Richard Howe heads the 
Massachusetts BBDO office. 


SIMONIZ CO. 

(D-F-S, New York) 

Early this month saw the start of new 
schedules on TONE furniture polish and 
the Simoniz line of car polishes in a large 
number of markets across the country. 
Filmed minutes and 20’s in both prime 
and non-prime slots run for 18 weeks. Bob 
Fitzgerald is the timebuyer. 


STANDARD BRANDS, INC. 
(JWT, New York) 

Both instant and regular CHASE & 
SANBORN were busy at press time 
setting up fall schedules in 40-50 

markets. Day and night minutes and 20's 
will start early in September for 13 weeks. 
Helen Davis and Martha Thoman are the 
buying contacts. 


STATE CAPITOL INSURANCE 
co. 
(J. T. Howard Adv., Inc., Raleigh) 


In a regional buy, this insurance firm 

set the Trans-Lux half-hour series, 
American Civil War, in Charlotte, 
Greensboro-Winston-Salem and Raleigh- 
Durham. The program runs on a 
September-June basis. Michael J. Silver, 
tv-radio director, is the contact. 


VIC TANNY GYMS 
(KHCC&A, New York) 


The move of this advertiser to a new 


agency for the Chicago-and-east area 






WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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ALBANY-SCHENECTADY- 
TROY 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

Mr. Ed* (Filmways-MCA) wrcos Tue. 7 
. The Third Man (NTA) wreB Thu. 10:30 
Two Faces West (Screen Gems) 
wres Mon. 9 seeecece 
Death Valley Days (U. S. Borax) 
wrRcs Thu. 7 Licnmeeeeneee cose 
Manhunt (Sereen Gems) wres Wed. 7 
Mike Hammer (MCA) wres Sat. 10:3 
Lock Up (Ziv-UA) wres Mon. 7 
Jim Backus (NBC) wroes Thu. 7:30 .. 
Highway Patrol (Ziv-UA) wast Fri. 7 
Shotgun Slade (MCA) wres Sat. 7 
Coronado 9* (MCA) WTEN Sat. 10:30 
Blue Angels (NBC) wrep Fri. 7 
Assignment Underwater (NTA) 
wres Fri. 7:30 
Tallahassee 7000 (Screen Gems) 
WRGB Moen. 10:30 


TOP FEATURE FILMS 
Early Show V-TEN Mon. 6-7:15 
Early Show* wWTEN Sat. 5:30-7: 
Early Show wren Wed. 6-7:15 
Dinner Showease wast Thu. 6-7 
Early Early Show* wTEN Sat. 2-5 


TOP NETWORK SHOWS 
The Price Is hight wren 
. Wagon Train wres 
Thriller wres 
Perry Como WRGB 


The Flintstones wast 





The Untouchables wart 
77 Sunset Strip wast 
Candid Camera WTEN 
NBC Specials* wres 
Naked City wast 


PHILADELPHIA 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Mike Hammer* (MCA) woav-Tv Sat. 10:30 


Sea Hunt (Ziv-UA) weavu-Tv Sat. 7 
Death Valley Days (U.S. Borax) 
WROV-TY Mon. 7 


Shotgun Slade (MCA) wrov-tTv Thu. 10:3 
Mr. Ed (Filmways-MCA) wriL-Ty Sun. 7 
Yogi Bear (Screen Gems) wrov-tv Fri. 7 
Campy’s Corner* (Heritage) writ-Tv Sun 
Popeye (King, UAA) wFit-Tv M-F 6 
Lock Up* (Ziv-UA) wrov-ty Tue. 7 
- Quick Draw McGraw* (Screen Gems) 
WPRIL-TV Fri. 7:30 .. 
Huckleberry Hound (Screen Gems) 
WROV-TV Thu. 7 
The Brothers Brannagan (CBS) 
wrev-tv Wed. 7 avacens 
Capt. Dayid Grief (Official) 
WFIL-Tv Sun. 6:30 


The Third Man (NTA) WFIL-Tv ‘Tue 10:30 


West Point (Ziv-UA) wriL-Tv Sun. 6 .. 
Whirlybirds* (CBS) woau-tv Tue. 7:30 


TOP FEATURE FILMS 
Hollywood’s Best* writ-Tv Sun. 1:30-4:45 
Early Show* wcoau-tTv Tue. 6-7 
Early Show woau-Tv Sat. 5-6:45 
Early Show wcavu-Tv Mon. 6-7 


TOP NETWORK SHOWS 


The Untouchables wFiIL-Tv 


My Three Sons WFIL-TV 

The Real McCoys wFiL-Tv 
Gunsmoke WCAU-TV ........ vs 
Adventures in Paradise WFiIL-Tv 
77 Sunset Strip* wWwriL-tTv 
Surfside 6 WFIL-TV ...... 
The Filintstones* wWFIL-Tv 
Lawrence Welk* WFIL-TV 

Thriller wRov-Tv 

Perry Como WROV-TV 





“Indicates programming changes during four-week 
period. 
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ARB City-By-City Ratings June, 


BALTIMORE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv-UA) wBaL-Tv Thu. 10:30 
Mr. Ed (Filmways-MCA) wpaL-Tv Thu 


. Highway Patrol (Ziv-UA) wMar-tTv M-F 
. Bugs Bunny (UAA) wBAaL-Tv Fri. 7 
. Divorce Court (KTTV) wMarR-tv Sat. 6 


The Play of the Week (NTA) 
WBAL-Tv Sat. 9:30 


Shotgun Slade (MCA) wMarR-Tv Sat. 7 


Popeye* (King, UAA) wsz-tv Sun. 4:30 


Blue Angels* (NBC) wpaL-tv Tue. 7 
Death Valley Days (U.S. Borax) 


WBAL-TV Wed. 7 ..... ee 
. Union Pacific* (NBC) wMaR-TVv Thu 6:30 
San Francisco Beat* (CBS) 
WMAR-TV Thu. 6:30 ...... coeces e 
. Pony Express (NBC) wMAR-TV Mon. 6:30 


TOP FEATURE FILMS 


. Big Movie wMar-tTv Sat. 10:30-2 a.m 


Early Show wsz-tv Thu. 6-7:15 

First Run Theatre wsz-tv Fri. 11:15-1 
Late Show wsz-Tv Mon. 11:15-1 a.m. 
Early Show wsz-Tv Mon. 6-7:15 ..... 


Early Show wsz-tv Fri. 6-7:15 ........ 


TOP NETWORK SHOWS 


- Gunsmoke WMAR-TV ......--seeeee8: 


Andy Griffith WMAR-TV 
Checkmate WMAR-TV ..... 


Candid Camera WMAR-TV eosevesceca 
The Untouchables WIZ-TV ........e0-55. 


Perry Mason WMAR-TV 
Ed Sullivan WMAR-TV 


Garry Moore WMAR-TV — asaveecses 


My Three Sons wsz-TV . eaneeneone 


. Have Gun, Will Travel WMAR-TV 


PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 

Death Valley Days (U.S. Borax) 
KOIN-TV Sat. 10:30 ........ . 
Sea Hunt (Ziv-UA) KoGw-tv Tue. 7 


Yogi Bear (Screen Gems) KGw-Tv Tue. 6: 


You Asked for It (Crosby /Brown) 

BPTV Sum. © .ncccccccccccces 
Quick Draw McGraw (Screen Gems) 
mow-Tv Mon. 6:30 ...cccece. oe 
Tightrope (Screen Gems) KOIN-TV Wed 
Jim Backus Show (NBC) KOIN-TV Mon 
Huckleberry Hound (Screen Gems) 
mow-es She. 6:30 ccccuccaces ° 
Manhunt (Screen Gems) KGW-TV Thu. 7 
Mr. Ed (Filmways-MCA) kKptv Thu. 7 
Highway Patrol (Ziv-UA) 

momm-Tv Wed. 6:30 ....ccccces 


. Best of the Post (ITC) KGw-Tv Sat. 7 


Two Faces West* (Sereen Gems) 


BOw-Tv Mon. 7F ...ccccccccccccccccces 


How to Marry a Millionaire (NTA) 


KOIN-TV Mon. 6:30 ....ccccccsccccccecs 


Grand Jury (NTA) Korn-Tv Tue. 7:30 


Award Theatre (Screen Gems) KoOIN-TV Fri. 


Blue Angels (NBC) Kew-Tv Fri. 7 
Roy Rogers (Roy Rogers Synd.) 
KOIN-TV Sat. 3:30 
Mr. District Attorney (Ziv U A) 

KOIN-TV Sat. 6:30 ......ccccecees 


TOP FEATURE FILM 





Shirley Temple Theatre* KGw-Tv Sat. 2-3:3 
Adventure* KGw-Tv Sat. 2-3:30 ......... 


Matinee* KPTV Sun. 1:30-3:30 


Clark Gable Theatre* KGw-TVv Sun. 1:30-5 
. Showtime On 6 Korn-Tv Sat. 11:15-1:15 a.m. 
. Channel 8 Playhouse KGw-Tv Sun. 11-1 a.m 


TOP NETWORK SHOWS 
77 Sunset Strip KPTV 
Hawaiian Eye KPTV ........- 
The Untouchables KPTV 
Gunsmoke KOIN-TV 


My Three Sons KPTV 

The Real McCoys * KPTV 
Red Skelton KOIN-TV ........- 
Perry Mason KOIN-TV 
Have Gun, Will Travel KOIN-TV 





. Best of the Post (ITC) wsaL-Tv Sun. 10:3 
Navy Log (CBS) wMar-tTv Fri. Se: ntexee 
Amos ‘n’ Andy* (CBS) wMaR-TV "tat 5:3 
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. Case of the Dangerous Robin (Ziv-UA) 
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GRAND RAPIDS- 
KALAMAZOO 
2-Station Report 

(four-week ratings) 


TOP SYNDICATED FILM 


Sea Hunt (Ziv-UA) wkzo-Tv Wed 
Huckleberry Hound (Screen Gems) 
woop-tv Wed. 7 esee 
Death Valley Days* (U. 8. 
WKzo-Tv Thu. 8 owe 
Bugs Bunny (UAA) wkKzo 
Lock Up (Ziy-UA) woop-tv Tue. 8 





. The Brothers Brannagan (CBS) 


WEZO-Tv Sat. 10:30 .......e00..- 





woop-TvV Mon. 9:30 eneseecece 
Jim Backus (NBC) woop-Tv Mon 


Manhunt (Screen Gems) WKZO-TV Sat 
. Championship Bowling (Schwimmer) 


woop-Tv Sum. 12 .....++. 
Roy Regers (Roy Rogers Synd.) 
WKEzO-TV Sat. 11:30 a.m 


TOP FEATURE FILMS 
llth Hour Theatre WKzZO-TV 
Sat. 11°515-1:30 a.m. .......ceee0e 
llth Hour — WEZO-TV 
Fri, 11:15-1:15 a.m . 
llth Hour ane WKZO-TV 
Wed. 22:26-2 G.m. .ncccses 
llth Hour Theatre wWkKzo-TV 


Mon. 11:15-1 a.m. ...... 
Channel 8 Theatre woop-Tv 
Sat. 11:30-1 a.m. ...... 


TOP NETWORK SHOWS 


Andy Grifith* wkzo-TVv 

Danny Thomas* wWkKzo-TV 
Hennesey* WKZO-TV — 
Haye Gun, Will Travel wkzo-TVv 


. Gunsmoke WKZO-TV 


I’ve Got a Secret wWKzO-TV 

Pete and Gladys* wkz0-Tv 
Candid Camera WKZO-TvV eecee 
Bringing Up Buddy* wkzo-Tv 
Wagon Train woop-Tv 


PROVIDENCE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


The Brothers Brannagan* (CBS) 
Thu OC) ee oseces 
The Third Man (NTA) wrro-tv Sat 
Death Valley Days (U. 8S. Borax) 
Mon. 7 ae ee ee ae 
Whirlybirds (CBS) wPrRO-TV Sat. 6:3 
Lock Up (Ziv-UA) wysaR-Tv Wed 






The Brothers Brannagan* (CBS) war 


Fiee etc ° 
Sea Hunt (Ziv-UA) wPpro-tv Sat 
Mackenzie's Raiders* (Ziv-UA) War 


Shotgun Slade (MCA) WJAR-TV Fri 


Mr. Ed (Filmways-MCA) WJAR-TV 


Rough Riders (Ziv-UA) wsar-Tv Thu 


Brave Stallion (ITC) wrro-tv Fri 


Case of the Dangerous Robin (Ziv-UA) 


Tv Sun. 10:30 


Roy Rogers (Roy Rogers Synd.) wPpro-Tv 


BRED cwwsccccvcecrccessseaseces 
Highway Patrol (Ziv- UA) WPRO-TV 


TOP FEATURE FILMS 


Movie Of The Week wrro-Tv Tue. 


Movie 5* WHDH-TV Sat. 2-5 


Premiere wPro-Tv Fri. 11:15-1 a.m. 


Big Show wsarR-TV Sun. 11:15-1:30 


Premiere WPRO-TV Fri. 11:15-1:30 a.m 


TOP NETWORK SHOWS 
The Untouchables WJAR-TV .......0e000++% 
Gamemeite WRRO-TV .ncccsccceccccsecs 
Daney Themes WERO-TV cccccccceseccs 


Andy Griffith WPRO-TV ...........- 


Candid Camera WPRO-TV ho. 00:60 06a ee 
Route 66 WPRO-TV ...cccccsccecess 


Ed Sullivan wPRo-Tv 





. Jack Benny WPRO-TV . ‘cmaetnd eee 
Checkmate WPRO-TV ........eee00. 


Perry Mason WPRO-TV ......... 
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. Ernie Ford woo-tv . 


JOHNSTOWN-ALTOONA 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv-UA) wsao-Tv Sat. 11:15 ..28 
Bold Journey (Banner) wsac-Ty Mon. 6:30 ..25 
Manhunt (Screen Gems) wsac-Tv Sat. 10:30 25 
Death Valley Days (U. S. Borax) wzsac-Tv 
Gan. BOG céuccepceswvaescntiasecesoees 25 
Tallahassee 7000* (Screen Gems) wJac-TV 
BOR. BORD oe sccucinispncssdeccccetecesoses 22 
. Case of the Dangerous Robin (Ziv-UA) 
WIAe-ST Thm. 10280 ccccccesccs oseseues 22 
Mr. Ed (Filmways-MCA) wrec-tv Fri. 7 ..20 
Tombstone Territory (Ziv-UA) wsao-Tv Fri. 7 19 
RCMP (NBC) wsao-Tv Tue. 6:30 ........ 17 
Danger Is My Business (NBC) wsJac-Tv 
Thu y: BPP rererere rT Cer rererT Te TiTyT 17 


The Brothers Brannagan (CBS) wsac-Tv 
Thu. 7 adder 
Rescue 8 (Screen Gems) wsaoc-Tv Fri. 6:30 .1 


7 

Bugs Bunny (UAA) wrsG-Tv Wed. 7 ...... i4 
. Roy Rogers (Roy Rogers Synd.) wrsc-tv 

Sat RRIBS co ccannendecucedataeatecs -14 


Coronado 9* (MCA) wrsG-Tv Sat. 10:30 ...14 


TOP FEATURE FILMS 














Gold Medal Playhouse wyac-tv Fri. 
11:15-1:15 a.m. 
Movie* wsa0o-TV Sun. 
Diamond Theatre wsac-tvy Thu. 
RUSBS-25BO O.m. ccccccccccccsccessecces 12 
Cinema 6 WJAO-TV Sat. 11:45-1:30 a.m. ..12 
Sunday Nite Movie wsac-Tv Sun. 
RLsES-2 GM. cccccccccensscccsessecsece 11 
TOP NETWORK SHOWS 
Wagon Train WJAOG-TV 2.0... eeeeceees 41 
Gunsmoke WFBG-TV ........+++-. esse 36 
77 Sunset Strip® WRBG-TV ....cccccces 5 
The Flintstones WFBG-TV ........000000+2338 
Danny Thomas WFBG-TV ..........++.- 32 
Andy Griffith wrscG-Tv 2 
My Three Sons WFBG-TV 3 
Bonanza*® WJAO-TV 2... .ccccsscccccccccceed 
Candid Camera WFBG-TV ........22--000++3 
The Price Is Right WJAO-TV ........ 222 38 
Perry Come WIAG-TV ..ccccccccsecs wane 
The Real McCoys WFBG-TV .........ee0+>% 30 
Ernie Ford wyJa0o-Tv coerreccccese 30 
Tall Man® WIJAO-TV ..cccccccccccens 2-30 


QUAD CITY 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Manhunt* (Screen Gems) woo-Tv Thu. 9:30 .39 
9 


Sea Hunt (Ziy-UA) woo-tv Thu. 10 ...... 23 
Miami Undercover (Ziv-UA) 

woo-tv Fri 10 seseeesescoces 22 
Quick Draw MeGraw (Screen Gems) 

Wo-ev Bm. 6 cccndewewcecscesecess .19 
Huckleberry Hound (Screen Gems) 

WOO-TV Fri. 6 ..cccccccces ecccces coos 19 
Blue Argels (NBC) woo-Tv Sun. 9:30 ....19 
Bugs Bunny (UAA) wHeF-Tv Thu. 6 ...... 17 
Yogi Bear (Screen Gems) woo-Tv Wed. 6 15 
The Third Man (NTA) woo-rv Wed. 9:30 .12 
Decoy (Official) wHBF-Tv Fri. 11 ........12 
Roy Rogers (Roy Rogers Synd.) 

WHBF-TvV Sat. 10°30 am. ...... ecccceel 


. Lock Up* (Ziy-UA) wuer-tv Sat. 9:30 ....11 


TOP FEATURE FILMS 


Theatre 4 WHBF-TV Mon. 10:45-12:15 a.m. .11 
Theatre 4 WHBF-TV Fri. 11:15-12:45 a.m. ..10 


Matinee* wWHBF-TV Sun. 12:45-4 ........ --10 
Premiere Performance W0OO-TV 
Sat. 10°45-123:45 a.m. ...ccccvece cocccce 8 
Theatre 4 WHBF-TV Sat. 11-12:45 a.m. .... 7 
Channel 6 Theatre woo-TVv 
Gam. 16:30-12530 G.m. .ncccecscccccscoces F 
TOP NETWORK SHOWS 

- Gromthe Mark WOG-EU ccccccccccccces «45 
SS Te ee I os ccnveccccconacat 39 
Candid Camera WHBF-TV ..........-sseee0% 3 
Andy Griffith WHBF-Tv 4 


Perry Como WoOo-TV ... 





Garry Moore WHBF-TV 


The Price Is Right* woo-Tv .............35 
=» BE WE cc sececcescccseccull 
+ Tas SR WOE nc cesicepacuecnnncse 34 








NORFOLK 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. The Third Man (NTA) wTaR-Tv 

Sat. 10:30 ....... cecsenccecccoccvceces 19 
2. Pioneers (Crosby/Brown) wTaR-TV Mon. 7 ..17 
2. Jim Backus Show (NBC) wTaR-Tv 

BE. BI. cacceanct 0 cesee Kpserscoconcele 
3. Mr. Ed (Filmways-MCA) wavy-tTv Tue. 7 ..16 
4. Death Valley Days (U. 8S. Borax) 

WEE TS a hcececesani cise. cooe el 
4. The Brothers Brannagan (CBS) 

WEARS FM. FT ccccccscecscccese ecvecccece 15 


4. Manhunt (Screen Gems) wrar-Tv Sat. 7 ....15 
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Rescue 8 (Screen Gems) WTAR-Tv Tue. 7:30 .14 
- Shotgun Slade (MCA) wavr-tTv Wed. 7 ..13 
Lock Up* (Ziv-UA) wavy-tv Thu. 10:30 ..12 
Two Faces West (Screen Gems) 

RNY BO Toone on cdscecisccassesedss 11 
Roy Rogers (Roy Rogers Synd.) 

WEa-Sv Gah. BAS OM. cocccccccccceces 11 
. Divorce Court (KTTV) wvec-rv Sat. 6:30 10 
Blue Angels (NBC) wavy-tTv Thu. 7 ...... 9 








Bozo the Clown* (Jayark) wrar-Tv Sun. 6 .. 9 
TOP FEATURE FILMS 
Movie 3 wTaR-Tv Wed. 7-8:30 ........000. 12 
Big Movie wavy-Tv Sat. 10:30-12:45 am. . 8 
Showcase* WAVY-TV Sun. 1:30-3:30 - 8 
Action Theatre wavy-tv Fri. 7-8:30 ........ 7 
Movie* wTaR-Tv Sat. 4-6 ........... ecccee F 
TOP NETWORK SHOWS 
Gamemake WEARS ccsccctcoeicccecsecss 44 
Pemy Bie WHAMSE cc cccdgeccccvcccsscs 41 
Checkmate WTAR-TV ..... SO evcessevess 40 
Have Gun, Will Travel WTAR-TV .......... 40 
- The Real MoCoys wvgeo-Tv ...............35 
. Andy Griffith wTaR-Tv ..... es ee 
Ed Sullivan WTaR-TV ....... Terrrrrs: || 
. Red Skelton WTarR-Tv ..... , : cone 
Dennis the Menace WTAR-TV ........ ..30 
Candid Camera WTAR-TV ..... cocccccet® 
MEE: GUE “winoncancccnnnesdvessace 29 
SYRACUSE 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Manhunt* (Sereen Gems) 
SS FT. BPEEe 6640004 cnecncnccecce 35 
Death Valley Days* (U. S. Borax) 
WS TE. SOLED cnocecnsccsdcancs 28 
This Man Dawson (Ziv-UA) 
WsyR-Tv Tue. 7 eee eecevecececcsseede 
Mike Hammer (MCA) wsyr-Tv Wed. 10 26 
Coronado 9 (MCA) wsyR-TV Mon. 10 
Sea Hunt (Ziv-UA) wsyr-Tv Wed. 7 .....2: 
Shotgun Slade (MCA) wsyR-TV Wed. 10:39 ..21 
Lock Up (Ziv-UA) wsyr-tv Thu. 7 .......20 
The Third Man (NTA) wsyrr-Tv Fri. 7 ....19 
Case of the Dangerous Robin* 
(Ziv-UA) wsyR-Tv Sat. 9:30 ..... occcoseke 
Two Faces West (Screen Gems) 
WSYR-TV Mon. 7 ee a esecceseoue 14 
Bugs Bunny (UAA) wsyrR-tv Thu. 6 ..... 14 
The Three Stooges (Screen Gems) 
WHERCY TE. © cccsccsese secevees 123 
Popeye (King, UAA) wsyr-Tv Wed. 6 .....12 
Roy Rogers (Roy Rogers Synd.) 
WHEN-CY GEE, BESS cocccdcvecvcoccssece 6 


TOP FEATURE FILMS 


Saturday Cinema wsyr-Ty Sat. 5:30-7:30 ...21 





Movietime* wsyr-Tv Sun. 5-8 ........ 17 
Movie of the Week wsyR-TV 
Pe, Se MU 60 er binnnscvcectusicues 14 
Star Theatre WHEN-TV 
Wee. ROSH GO scnscegusdensaneeves 13 
Star Theatre WHEN-TV 
Bet. BEC Diee GA avccscvccetedecs 13 
TOP NETWORK SHOWS 
Geemtee TEE VRS ac cccccccenccccass 19 
The Untouchables* WSYR-TV ..........2000:. 7 
SS TE WIGS soa usin cedcnceacscds 45 
Candid Cemera WHEN-TV .........ee6:. -43 
Andy Grit WEBNEY on cccccccccccceces 41 
Thriller wsyYR-TV 40 
en es TONY nccccconeciseccess 40 
ee WED ctccedss. ces eenesedees 37 
i ee ee .36 
Ce ST kbce cencccaveceavesac 36 





ARB City-By-City Ratings June, 1960 
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. First 


. Bonanza WTRF-TV 


OMAHA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Zivy-UA) KeTv Thu. 9:30 
Miami Undercover (Ziy-UA) KETV Sun. 9:30 
Blue Angels (NBC) wow-Tv Sat. 10:15 
Death Valley Days (U. 8 
KMTV Wed 9 
Damon Runyon Theatre 
KMTV Thu. 9:30 
Tombstone Territory 
KMTV Wed. 9:30 : 
Roy Rogers (Roy Rogers Synd.) 
wow-Tv Sat. 10°30 


Borax) 


(Sereen Gems) 


(Ziv-UA) 


The Third Man (NTA) wow-tv Sat. 9:30 
Highway Patrol (Zivy-UA) KETV 

Mon., W-F 6 9 

Susie* (ITC) wow-tv Sun. 1:30 
Pioneers (Crosby/Brown) KMTV Sat. 9:30 
Amos ‘n’ Andy* (CBS) wow-Tv Sur l 


My Little Margie (Official) K™MTV 
Sat. 5:30 ° ee eee . 
Felix the Cat (Trans-Lux) KETV Sat. 12:30 
TOP FEATURE FILMS 
Movie Masterpiece* KpTV 
Sat. 10:15-12:30 a.m. 
Million Dollar Movies 
Fri. 10:30-12:30 am 
Movie Masterpiece KETV 
Wed. 10:15-12:30 a.m 
Movie Masterpiece KETV 
Thu. 16:15-12:30 am. 
Movie Masterpiece KETV 
Sun. 10:15-12:15 a.m. 


TOP NETWORK 





wow-Tv 


Candid Camera WOW-TV 
Garry Moore wOw-TV 
What's My Line wow-Tv 
Andy Griffith wow-Tv 


Have Gun, Will Travel wow-Tv 
Gunsmoke WOW-TV 

Lawrence Welk* KETV 

Red Skelton Wwow-TV 

The Real McCoys KPTV 

My Three Sons KETV 

The Untouchables KETV . ° 


2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Lock Up* (Ziv-UA) wstv Fri. 9:30 . 
Death Valley Days (U. § 
wrrr-tv Sat. 7 
The Third Man 
Sun. 10:30 


Borax) 


(NTA) WTRF-TV 


Blue Angels (NBC) wrrr-tTv Thu. 10:30 
Tombstone Territory* (Ziv-UA) wsTv 

Sat. 10:30 ; 

The Brothers Brennagan (CBS WTRF-TY 
Wed. 10:30 

Jim Backus* (NBC) wrer-tv Fri. 8 

Best of the Post (ITC) wstv Thu. 9 


Huckleberry Hound (Screen Gems) 
wrrr-tv Thu. 6:30 


Susie* (ITC) wrerr-tv Sat. 2 . 
. Quick Draw McGraw* (Screen Gems) 
wrrr-tv Tue. 6:30 

Yogi Bear (Screen Gems) wrrr-tv Fri. 6:30 
Popeye (King, UAA) wrrr-tv M, W 6:30 


Pioneers* (Crosby/Brown) wtrr-Tv Sat. 5 
TOP FEATURE FILMS 

First Run Movie* wsTv 

Sat. 11:15-12:45 a.m 

Skyline Theatre WTRF-TV 

Sun. 11:15-1 am 

Movie* wsTv Sun. 2:30-5 

First Run Movie* wstTv 

Fri. 11:15-12:45 a.m 

Skyline Theatre WTRF-TV 

Sat. 11:15-1:30 am 

Run Movie wsTv 

11:15-12:45 a.m 

First Run Movie wstTv 

Mon. 11:15-12:45 a.m 


TOP NETWORK SHOWS 


Thu. 


Right wWTRF-TV 
WTRF-TV 


The Price Is 
Groucho Marx 


. Wells Fargo wrrr-tv 


Perry Como WTRF-TV 
Wagon Train WTRF-Tv 
Ernie Ford WTRF-TV 
Bachelor Father WTRF-TV 
Michael Shayne WTRF-TV 
Andy Griffith* wstv 
Thriller WTRF-TV 
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rom the composers of today flow the music that re- 


flects our life and our time. Many of the composers who 
make significant contributions to the music of our time 
license their performing rights through BMI. In many . 
different ways, BMI fosters and supports the many worlds 


of contemporary music. 


The popular concert magazine, “Musical America,” in a 
recent issue wrote: “Broadcast Music ... is a business with 
a conscience, fully aware of the pressing need to make 
dollars work for contemporary composers and music . 
Since its founding, BMI has taken a mature and respon- 
sible stand on the side of contemporary and, most impor- 
tant, American musical thought. It has realized that only 
through realistic support of our writers, through money, 
performances, and recordings, can the composer of today 
find an opportunity to flourish and work for America’s 


culture and stature in the world of art.” 


BROADCAST MUSIC - INC. 


589 FIFTH AVENUE - NEW YORK 17, NEW YORK 


SERVING MUSIC SINCE 1940 





AX 





Merger Moves 


Knox Reeves Advertising, Inc., of 
Minneapolis acquired a _ southern 
branch office through an affiliation 
with Fitzgerald Advertising Agency, 
Inc., of New Orleans. The merged 
New Orleans office, operating as 
Knox Reeves-Fitzgerald Advertising 
Agency, will continue to serve such 
clients as WDSU Broadcasting 
Corp., Louisiana Coca-Cola, Na- 
tional Food Products, Inc., and oth- 
ers. Roy M. Schwarz, formerly cre- 
ative executive vice president at 
Fitzgerald, heads the new office as 
a vice president of Knox Reeves 
Advertising. 

Lando Advertising Agency, Inc., 
Pittsburgh, acquired the capital 
stock of Dubin Advertising, Inc., 
that city, in a move that placed the 
agency's billings over the $4-million 
mark. Dubin’s largest national ac- 
count was that of Papercraft Corp., 
which recently acquired LePage’s, 
Inc., a division of Johnson & John- 


son. 














hasn’t greatly affected its tv plans, with 
buying on as in the past for existing and 
new markets where the gym outfit is 
opening establishments. A new film, 
upgraded in quality, is already on the 
air. Minutes and 20’s in day and night 
slots run. Rowe Gordon is the buyer. 


WARP BROS. 

(Presba, Fellers & Presba, Inc., 
Chicago) 

After initial spot activity in Omaha, 
JIFFY WRAP—a polyethylene food 
wrap—moves toward national distribution 
this fall. At present, only midwest spot 
schedules are under consideration for 

a late-August start. Technique is to use 
newspapers until sufficient distribution is 
achieved, and then move into tv spot. 
Frank Steel is the contact 





Rep Report 

Storer Television Sales, Inc., an- 
nounced the location of four re- 
gional offices to support the New 
York and Chicago sales activities of 
the newly formed firm. The new 
branches are: Atlanta, 1018 W. 
Peachtree St., N.W.; Detroit, New 
Center Building; Los Angeles, 338 
South Western Ave., and San Fran- 
cisco, 235 Montgomery. 

Herb Hahn, recently on the sales 
staff of Forjoe & Co., and previously 


a timebuyer with Doyle Dane Bern- 
bach, Inc., joined the Meeker Co., 


New York. 
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Wall Street Report 





THE GLAMOR FADES. A mpex Corp., 
once the glamor stock of the tv in- 
dustry, is experiencing hard times. 
The shares which flew up the security 
ladder in the late ‘50s have been 
tumbling downward steadily. From a 
high in 1959 of $45 per share the 
stock by early April was down in the 
$20 range. 

The basic cause was simple. Ampex 
had reported a loss of $4 million for 
the year ended April 30, 1961, com- 
pared with a $4-million profit in the 
previous year. The cause of the loss 
may be more complex to pin down. 

Back in 1947 it had one stock- 
holder, sales of $239,000 and a net 
income of $2,100. By 1961 the sales 
volume had climbed to $968,000, pro- 
fits to $115,000, and there were 10 
stockholders in the company. The 
company moved up gradually during 
the early °50s until 1954 when it went 
public and had sales of $5.4 million, 
profits of $26,000 and 815 share- 
holders. Then the company really 
began to move. Its sales zoomed to 
$20.5 million in 1957, to $49 million 
in 1959 and to $73 million in 1960. 
Profits kept pace and the number of 
stockholders climbed to 18,192. 


BRIGHT BEGINNING. Ampex be- 


came known as one of the great 
glamor stocks and a true growth 
security. All patterns seemed to con- 
form with and confirm the company’s 
future. It was in a dramatic new 
business which the company itself de- 
scribes as “memory.” It stored in- 
formation of any nature, sound or 
visual, on a recording device. Pro- 
fessional sound-tape recorders were 
first introduced and set new standards 
for the industry. Today magnetic-tape 
recorders still account for 15 per cent 
of the company’s total volume. 

This is an impressive array of 
technological equipment and know- 
how for a company to have, so it’s 
puzzling to many as to what hap- 
pened to the profits. The answer 
seems to be that, as hopeful as in- 
vestors were about the company’s 
future, the management, headed by 


George Long, was even more hopeful. 
It had projected sales substantially 
higher than those attained, 
though the gains were tremendous by 
normal industrial operations. The ex- 
penses outran the budget, and a 
number of other forces teamed up to 


even 


knock the company for a loop. The 
general economic recession cut down 
the number of orders the company 
expected. Competition came to the 
other firms, including 
such giants as General Electric. And 
the company’s operations in Redwood 
City were halted by a strike of union 
machinists. 


fore from 


CORRECTIVE MEASURE. To cor- 
rect the situation Ampex reached out 
to grab an executive from Bell & 
Howell, William E. Roberts. For- 
merly executive vice president of 
B & H, Mr. Roberts, 46, is now presi- 
dent and chief executive officer of 
Ampex. Mr. Roberts’ background as 
an operating man with experience in 
general management, marketing, 
finance and planning is expected to 
straighten out the kinks in Ampex. 

The product that dramatized Am- 
pex’s potential for the investment 
community, however, came in 1956— 
the video-tape recorder which seemed 
ideal for tv use. It is the product for 
which Ampex is best known, though 
it accounts for but 15 per cent of the 
over-all sales. It’s possible too that this 
is the weak spot of the company’s 
growth potential, or at least the area 










































from which too much was expected. 


WRONG PROGNOSIS. 


was expected to swing whole hog to 


Television 


video tape at one point. Film was ex- 
pected to decline in importance. Un- 
fortunately from Ampex’s standpoint, 
that has not happened. 

Computer memory systems, ac- 
counting for 17 per cent of Ampex’s 
volume, are another important phase 
of its activities. One of the newer 
divisions, it promises to be of even 
greater importance in the next few 
years. Finally, there is the element of 
magnetic tape. Ampex moved into 
this field about five years ago, and 
today the volume accounts for about 
six per cent of the total. 














MIDWEST 


H. W. Cassill 

William B. Ryan 

333 N. Michigon Ave. 
Chicago, Illinois 
Financial 6-6460 


WASHINGTON, D. C. 


Jomes W. Blackburn 
Jack V. Horvey 
Joseph M. Sitrick 
Washington Building 
STerling 3-4341 





FINANCING AVAILABLE 


We are providing an increasing volume of 
financing for radio and television properties. 
Inquiries are held in the strictest confidence. 


BLACKBURN & Company, Inc. 


RADIO *« TV * NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING * APPRAISALS 










ATLANTA 


Clifford 8. Marshall 
Stenley Whitoker 
Robert M. Baird 
Healey Building 
JAckson 5-1576 


WEST COAST 


Colin M. Selph 
Colif. Bank Bidg. 
9441 Wilshire Blvd. 
Beverly Hills, Colif. 
CRestview 4-2770 
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Boost SPOT income with RCA TV Tape- 
Get peak quality... 


Advertisers are prone to “‘buy on sight”’ and stay sold 
once they view the excellence of spots made on RCA 
equipment. Picture quality is virtually “built in.” 
RCA’s multiple monitoring checks assure the highest 
quality production. You can check through the entire 
system .. . and be confident you are getting the best 
results at all times. Moreover, you can obtain a perfectly 
aligned picture in seconds thanks to RCA electronic 
quadrature adjustment for both record and playback. 


RCA’s “convenience features” save time and money in 
production. A central control panel puts the entire 
operation at the user’s fingertips. A continuously vari- 
able speed control enables you instantly to cue-up any 
spot on tape. Speed can be slowed until audio becomes 
intelligible for cueing. And precision headwheel inter- 


Find out how the RCA TV Tape Recorder 
can help you produce the most saleable 
commercials and programs. See your RCA 
representative. Or write to RCA, 

Dept. XD-278, Building 15-5, Camden, N.J. 


. production savings 


changeability—for color, too—means you can playback 
any tape on any machine, regardless of where made. 


Special RCA safeguards protect your production against 
loss. Simultaneous control track monitoring assures you 
of a control track as you record. (A tape without a 
control track is worthless.) And you get simultaneous 
audio playback as well. You save lost production time, 
re-dos, talent costs. Only RCA provides these multiple 
means of protection. 


Advertisers will appreciate the difference an RCA TV 
Tape Recorder will make in your spot production. You'll 
find a satisfaction in operation without parallel. And 
service after the sale is the type that only RCA with 
its broad background in television can perform. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 


® 
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(The following list includes all spot television advertisers who have invested $100,000 or more in the medium in 


1960. Their agencies, advertising executives and agency account executives, along with addresses and estimates of 


spot billings, were compiled by TELEVISION AGE from questionnaires returned by the companies.) 





A.F.L.-C.1.0. 
815 16th St., NW, Washington, DC. Albert 
J. Zack, pres. 

Agency: Furman, Feiner, NYC. Spot $100,- 


270. 


Aerosol Corp. of America 

Wellesley Hills 81, Mass., A. L. Hall adv m. 
Agency: Wellesley, Mass., N. Solari, ae. 
Spot $1,377,270. 

Alberto-Culver Co. 

2525 W. Armitage Ave., Melrose Park, Ill. 
Chas. A. Pratt, adv dir. 

Agency: Compton, Chi, Spot $1,242,160. 


Allen Products Co., Inc. 

R.D. #3, Allentown, Pa. 

Agency: Weightman, Philadelphia, S. A. 
Tannenbaum, ae. Spot $314,180. 


Allied Chemical & Dye Corp. 

40 Rector St., NYC. J. D. Waugh, adv dir. 
Agencies: Albert Sidney Noble, NYC, agric. 
div.; G. M. Basford Co., NYC, ind. div. Spot 
$145,530. 

Aluminum Co. of America 

Alcoa Bldg., Pittsburgh; Arthur Hall, vp 
pr, adv; Torrence M. Hunt, gm, adv & 
prom; B. B. Randolph, m r&tv. 

Agencies: F&S&R, Pittsburgh, H. M. Red- 
head, ae; KM&G, Pittsburgh, Donald Ratch- 
ford, ae. Spot $158,750. 


American Airlines, Inc. 

633 Third Ave., NYC 17. T. J. Ross Jr., vp 
adv; Henry O'Neil, dir adv; J. M. Comin- 
sky, m adv admin. 

Agency: DDB, NYC, Joseph Daly, ae. Spot 
$327,810. 





American Bakeries Co. 
919 N. Michigan Ave., Chicago 11. Robert 
Llewellyn, adv m. 
Agency: Y&R, Chi., R. J. Lahvic, ae. Spot 
$890,370. 

Merita Div., 520 Ten Pryor St. Bldg., At- 
lanta 1. J. T. Callier, adv m. 
Agency: Tucker Wayne, Atlanta, Leigh 
Kelley, ae. Spot $1,093,540. 
American Brewery, Inc. 
1700 N. Gay, Baltimore 13. John J. O’Con- 
nor, asst adv dir. 
Agency: Newhoff - Blumberg, Baltimore, 
Frank Blumberg, ae. Spot $250,000. 
American Brewing Co. 
717 Bienville, New Orleans. Charles E. 
Baxter, chg adv. 
Agency: North, Chicago, James W. Green, 
ae. Spot $123,330. 


American Chicle Co. 

Thompson & Manley Aves., Long Island 
City 1, N. Y. R. L. Harris, adv m; J. Trevor, 
prds dev m; F. Hartman, R. S. Soule, brand 
ms, 

Agencies: K&E, NYC 17 (Clorets & other 
products) ; Bates, NYC 19 (Rolaids, Den- 
tyne & other products). Spot $2,448,910. 


American Dairy Assn. 

20 N. Wacker Dr., Chicago 6. 

Agencies: Campbell-Mithun, Chi., Alden 
Grimes, ae. Compton, Chi., C. B. Sheldon, 
ae. Spot $190,000. 


American Home Products Corp. 
22 E. 40th St., NYC 16. 

American Home Foods Div., Harry Whol- 
ley, vp adv; W. E. Kratzke, adv m. Spot 


$9,412,110. 
Agencies: Y&R, NYC 17 (Chef Boy-Ar-Dee, 
Dennison’s Foods & Franklin Foods) ; John 
F. Murray Agcy., NYC (G. Washington & 
Burnett's flavoring). 
Boyle-Midway Div., David Nash, asst adt 
m. 
Agencies: Bates, NYC 19 (Aerowax, Black 
Flag, Sani-Flush, Mel 0); Tatham-Laird, 
Chi. 4 (Aero Shave, Easy-Off oven cleaner 
& window spray, Griffin shoe polish) ; C&W, 
NYC (Easy-Onn spray starch & Wizard) ; 
Sackheim-Bruck (Antrol garden prods. & 
Woolite); John F. Murray, NYC (Plastic 
Wood, 3-in-1 oil, Wizard charcoal lighter). 
Whitehall Labs Div., R. G. Rettig, vp 
adv; William L. Sibert, adv m. 
Agencies: Bates, NYC 19 (Anacin, Freez 
one, Preparation H, Primatene, Heet, Out 
gro, Sleep-Eze, Compound W, Sudden 
Beauty), Dan Rodgers, ae; SSC&B, NYC 
22 (Bi-So-Dol, InfraRub,), Doug Coyle, ae; 
Gumbinner, NYC 21 (Neet), Hal Braun, 
ae; Tatham-Laird, Chi. 4 (Kolynos, Dristan, 
Dondril), Hal Frazee, ae; C&W, NYC 16 
(Hill’s cold tablets), Ed Calhoun, ae. 
American Motors Corp. 
14250 Plymouth Rd., Detroit 32. Fred W. 
Adams, sis m; E. B. Brogan, adv m. 
Agency: GMM&B, Detroit, John Henry, 
William D. Lewis, aes. Spot $1,361,320 
(company), $1,464,870 (dealer). 
American Oil Co. 
910 S. Michigan Ave., Chi. 80. R. B. Irons, 
mgr adv. 
Agency: D’Arcy, Chi. (products & serv.) ; 
MJA, Bloomfield Hills, Mich. (inst.). Spot 
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$421,950. 
American Snuff Co. 
701 N. Main, Memphis. 
Agency: Simon & Gwynn, Memphis. Spot 
$758,190. 
American Stores Co. 
124 N. 15th St., Philadelphia 2. John E. 
Barr, adv m. 
Agency: Gray & Rogers, Philadelphia, H. 
Livingston, ae. Spot $260,270. 
American Sugar Refining Co. 
120 Wall St., NYC 5. Paul Allen, m adv & 
merch. 
Agency: Bates, NYC 19. Spot $1,020,310. 
American Tobacco Co. 
150 E. 42nd St., NYC 17. Albert R. Stevens, 
adv m; V. John Boor, asst adv m; Alan C. 
Garrett, adv m; Donald R. Dugan, asst adv 
m—A.C.C. Div. 
Agencies: BBDO, NYC 17 (Lucky Strike, 
Hit Parade), Thayer Cummings, ae; Gum- 
binner, NYC 21 (Tareyton), Graeme Mac- 
Leod, ae; SSC&B, NYC 22 (Pall Mall), 
Clifford Spiller, Edward Going, Jeremiah 
O'Brien, aes. Spot $6,056,610. 
Angostura-Wuppermann Corp. 
79-20 Barnwell Ave., Elmhurst 73, N. Y. 
Agency: FC&B, NYC 17. Spot $415,300. 
Anheuser-Busch, Inc. 
721 Pestalozzi, St. Louis 18. Walter T. 
Smith, vp chg adv, merch, sls prom: R. E. 
Krings, dir adv—Budweiser & Michelob; 
Warren D. Gibson, m adv—Regal; Walter 
Reisinger, m adv—Busch Bavarian. 
Agencies: D’Arcy, St. Louis (Budweiser & 
Michelob), Harry Chesley, ae; Gardner, St. 
Louis (Busch Bavarian), John Naylor, ae; 
J. M. Mathes, Miami (Regal). Spot $3,- 
715,300 (company) , $517,610 (distributors) . 
Arkansas-Louisiana Gas Co. 
Slattery Bldg., Shreveport, La. 
Agency: Robert K. Butcher & 
Shreveport, Robert K. Butcher, ae. Spot 
$153,920. 
Arkansas Rice Growers Co-op 
Assn. 
Stuttgart, Arkansas. Clark Smith, s/s m. 
Agency: Noble-Dury, Nashville. Spot $117,- 
480. 
Armour & Co. 
401 N. Wabash Ave., Chicago 11. K. L. 
Skillin, adv dir. Spot $959,990. 
Foods Div., Carl Gylfe, adv m. 
Agency: Y&R, Chi. 

Grocery Products Div., 1355 W. 31st St., 
Chicago 9. D. L. Duensing, adv m. 
Agency: FC&B, Chi. 

Armour Agric. Chem. Co., 350 Hurt Bldg., 
Atlanta. J. Harry Varner, adv m. 

Agency: LNB&L, Atlanta. 

Armstrong Rubber Co. 

475 Elm St., West Haven 16, Conn. Leo 
Sklarz, adv m. 

Agency: L&N, NYC 17. Spot 
(company) , $50,000 (dealers). 
Arnold Bakers, Inc. 

10 Traverse Ave., Port Chester, N. Y. Fred 
Wester, adv m. 

Agency: Donahue & Coe, NYC, Richard 
Russell, ae. Spot $155,050. 


Arnold-Clark, Inc. (Silly Putty) 
Agency: Bruns & Hodgson, Inc., Fred C. 
Bruns, ae. Spot $130,290. 


Assocs., 


$900,000 


Ashland Oil & Refining Co. 
1409 Winchester Ave., Ashland, Ky. George 
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W. Sisler, adv sls m. 

Agency: Jones, Cincinnati. Spot $144,563. 
Associated Products, Inc. 

445 Park Ave., NYC 22 (5 Day Labs); 
4500 S. Tripp Ave., Chicago 32 (Rival 
Packing) ; Morris L. Levinson, pres—5 Day 
Labs; Harry L. Gadau, vp chg sls—Rival. 
Agencies: DDB, NY (5 Day Labs) ; NL&B, 
Chi. (Rival). Spot $957,010 (5 Day Labs), 
$877,880 (Rival). 

Atlantic Refining Co. 

260 S. Broad St., Philadelphia 1. Richard 
Borden, adv m. 

Agency: Ayer, Philadelphia, B. A. Stoner, 
ae. Spot $2,010,500. 

Austex Foods Div., Frito Co. 

406 San Antonio, Austin, Tex. 
Agency: Tracy Locke, Dallas, 
Mitchell, ae. Spot $120,000. 
Avon Products 

30 Rockefeller Plaza, NYC 20. George W. 
Shine, adv m. 

Agency: Dreher, NYC 20, 
3rd, ae. Spot $4,000,240. 

B C Remedy 

423 Morris, Durham, N. C. 
Agency: Massey, Durham, C. Knox Massey, 
ae. Spot $1,387,480. 

B. T. Babbitt, Inc. 

625 Madison Ave., NYC 22. 

Agencies: GMM&B, NYC 22, Walter 
Wright, vp, ae; Langdon Wesley, vp, ae. 
Garfield, Hoffman & Conner, San Francisco, 
Alan Connor, sr vp, a sup. Spot $1,108,060. 


Ball Brother Co. 

Muncie, Ind. Sterling Wardwell, prd & adi 
m (Home Canning Supplies); Charles 
Battle, adv m & sls m (Hygeia Nursing 
Products & Plastic Vials); V. C. Schranz, 
asst sls m, adv & sls prom (Comm Con- 
tainer Div.). 

Agency: Applegate A. A., Muncie, Lester 
Johnson, ae. Spot $405,720. 


P. Ballantine & Sons 

57 Freeman St., Newark 1, N. J. Leonard 
Faupel, adv m. 

Agency: Esty, NYC 17, Edgar M. Griswold, 
sr a sup; Robert Minicos, ae; Gerald Cren- 
nan, ae—beer; Daniel Burns, ae— 
$1,350,480. 


Barcolene Co. 

200 Camden, Boston 18. Alan R. Levine, 
adv sup. 

Agency: Silton, Calloway, Boston, Ramon 
H. Silton, ae. Spot $924,990. 


Bardahi Oil Co. 

5635 Natural Bridge Rd., St. Louis 20 
Frank A. Gerardot, exec vp chg sls & adv. 
Spot $631,990 (company), $48,170 (dis- 
tributors) . 


Beatrice Foods Co. 

120 S. La Salle, Chicago 3. Roy I. Ricksham, 
dir sls & adv. 

Agencies: C&W, Chi. (Meadow Gold dairy 
prds); Maxon, Inc., Chi. (La Choy food 
prds). Spot $286,560. 


Beaute Vues Corp. 

5610 Hollywood Blvd., Hollywood. I. D. 
Anderson, adv m. 

Agency: Hixon & Jorgensen, LA, Mildred 
Fluent, ae. Spot $358,630. 


Beecham Products 


Clifton, N. J. D. J. Keenan, adv m. 
Agencies: L. W. Frolich, NYC, Norman Ma- 


Stewart 


Ernest Dreher 


ale. Spot 





lone Assoc., Akron, O. Spot $459,480. 


Beech-Nut Life Savers, Inc. 
477 Madison, NYC 22. 

Beech-Nut Food Div., Gordon C. Young, 
exec vp adv; Donald K. Shearer, adv m. 
Agency: Y&R, NYC, Alexander Kroll, a 
sup. Spot $1,192,870. 

Gum & Candy Div., 477 Madison, NYC 
22, James D. Parker, adv m. 

Agency: Y&R, NYC, Alexander Kroll, a 
sup. Spot $27,490. 


Bekins Van & Storage Co. 
1335 S. Figueroa, LA 15. 
Agency: LaRoche, Hollywood, 
White, ae. Spot $268,370. 


Belks & Leggett’s Department 
Stores 
Charlotte, N. C. Spot $144,640. 


Bell Telephone Co. of Penn. 
Diamond State Telephone Co. 
(Delaware) 

1835 Arch St., Philadelphia 3. M. B. Christy 
Jr., m pr & adv; E. A. Skinner, gen mktg 
sup, prom & adv. 

Agency: Gray & Rogers, Philadelphia, J. B. 
Gray, E. H. Rogers, aes. Spot $571,430. 
Beneficial Finance System 

200 South St., Morristown, N. J. Alfred E. 
Mockett, adv dir. 

Agency: Lefton, NYC 17, Grayson F. Lath- 
rop, ae. Spot $210,050. 


Bercraft Corp. 
4440 N. Clark St., Chi. 40. Bob Victor, adi 
sup. Spot. $176,400. 


Berkshire Knitting Mills 
Reading, Penna. John T. Brooks, adv dir. 
Agency: OBM, NYC. Spot $140,320. 


Binney & Smith, Inc. 
380 Madison Ave., NYC 17. 
pros, dir adv & sls prom; J. 
sls prom. 

Agency: Chirurg & Cairns, NYC 19, Chan- 
ning Hadlock, ae. Spot $106,760. 


Bissell, Inc. 

Grand Rapids 1, Mich. A. J. Shaffer, adi 
dir. 

Agency: Frank, Chi., G. 
Spot $545,230. 


Blitz-Weinhard Co. 

1133 W. Burnside, Portland 9, Ore. C. P. 
Mobley, dir adv. 

Agency: Johnson & Lewis, San Francisco, 
Robert Footman, ae. Spot $140,000. 


Block Drug Co. 

257 Cornelison Ave., Jersey City 2, N. J. 
A. L. Plant, adv m; H. F. Gersten, asst adv 
m; A. Schwartz, new prods m; H. Korn- 
hauser, M. Smith, adv brand m; D. Miller, 
med m; S, Seeman, mkt res dir. 

Agencies: Grey, NYC 22 (Polident, Poli- 
grip, Dentu Creme, Corega), S. Dalsimer, 
a sup; E. Reed, a sup; H. Lieberman, H. 
Weltman, aes; SSC&B, NYC 22 (Green- 
mint, Nytol, Py-Co-Pay), H. Vitriol, a sup; 
D. R. Moorse, ae; Gumbrinner, NYC 21 
(REM, Omega, Minipoo) , L. C. Gumbinner, 
a sup; Hall Braun, ae. Spot. $229,500. 
Blue Cross-Blue Shield 

80 Lexington Ave., NYC 16. Roger E. Davis, 
chg adv & dir pr. 

Agency: JWT, NYC, E. M. K. Murray, ae. 
Spot $813,000. 


Bonnie-Lan, Inc. 


Arthur 


George Lam- 


M. Walters, 


Shields, a sup. 
























w 
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5102 Foster Ave., Brooklyn 3. Donald 
Schaevitz, p chg sls & adv. 
Agency: Durand, NYC. Spot $139,970. 
Borden Co. 
350 Madison Ave., NYC 17. Milton Fair- 
man, asst vp adv & pr—Borden’s Milk & 
Ice Cream Co.; William B. Campbell, adv 
dir—Borden Foods Co.; Paul L. Gabriel, 
adv & prom services dir; Thomas B. Kerr, 
adv mgr; H. Worthington Kalt, sls prom m 
Borden Chemical Co.; L. George Hoth, 
adv & sls prom dir—Borden Special Prod- 
ucts Co.; William G. Gordon, pharm div 
adv m. 
Agencies: Y&R, NYC 17, George Dippy, 
Tom Hubbard, Gil McDonald, Jack Thorp, 
Dave Salembrier, Gus Supplee, aes (milk & 
ice cream, cheese, evap. & cond. milks, 
mince meat, malted milk, Hemo, industrial 
and institutional products, Dutch Chocolate, 
Instant Potatoes); DCS&S, NYC, Phil 
Brooks (instant coffee) and Don Clifford 
(Pioneer Ice Cream division), aes; DFS, 
NYC, Chet Birch (Starlac) ae; F&S&R, 
NYC, George Lyon (Chemical division) ae; 
Paul Klemtner, Newark, N. J., Herbert 
Fleet (Pharmaceuticals), ae; Wexton Co. 
NYC, Edward Greenberg (Marcelle Cos- 
metics), ae. Spot $803,380. 
Bourjois, Inc. 
711 Fifth Ave., NYC 22. John Farley, adv 
m,. 
Agency: Gumbinner, NYC 22. Spot $136,- 
560. 
Boyer International Labs, Inc. 
50 E. 26th St., Chicago 16. Ralph Trieger, 
adv m. 
Agency: Scott, Chi., Lou Sargent, ae. Spot 
$180,160. 


Milton Bradley Co. 

74 Park, Springfield 2, Mass. Jos. W. Potter 
Jr., adv m. 

Agency: Noyes, Providence, Richard Comp- 
ton, ae. Spot $216,160. 


Brillo Mfg. Co., Inc. 

60 John, Brooklyn 1. John H. Loeb, adv m. 
Agency: JWT, NYC 17. Spot $233,570. 
Bristol-Myers Co. 

630 Fifth Ave., NYC 20. Alfred Whittaker, 
vp & dir adv; John S. Tyner, adv coord tv; 
E. W. Morris, prod grp sup; J. P. Kennedy, 
prod grp sup; M. K. Doherty, prod m; J. S. 
Morgan, prod m; J. R. Cookson, prod m; 
C. J. Rohrbach, prod m; Nicholas Evans, 
prod m; Joseph Kelnberger, prod m; Robert 
M. Watkins, prod m. Spot $10,169,560. 
Agencies: BBDO, NYC 17 (Trig & Tru- 
shay), W. Barry McCarthy, mngt sup; John 
H. Leonard, a sup, ae; OB&M, NYC 17 
(Ban), J. McCaffrey, ae; Y&R, NYC 17 
(Bufferin, Sal Hepatica, Vitalis hair cream) , 
Alexander Kroll, mngt sup; R. B. Osburn, 
a sup; DCS&S, NYC 36 (Mum, Mum Mist, 
Ipana, Ipana Plus, Vitalis), Harry Ireland, 
mngt sup; Steve Aubrey, a sup. 

Grove Labs Div., 8877 Ladue Rd., St. 

Louis 24. G. K. Foss, mkt vp; R. W. Testa- 
ment, adv m. 
Agencies: Cohen & Aleshire, NYC (4 Way 
cold tablets, Fitch hair tonic & shampoo), 
Gardner Adv., St. Louis (Bromo Quinine 
& NoDoz). 


Brooke Bond Tea Co. 
158 Veranda, Portland, Me. 
Agency: Simonds, Payson, Portland, Hart- 
ley C. Baxter, ae. Spot $106,520 (company), 


$25,700 (distributors) . 

Brown Shoe Co., Inc. 

8300 Maryland Ave., St. Louis 5. R. G. 
Stolz, vp & adv m. 

Agency: Burnett, Chi., O. W. Heath, ae. 
Spot $205,660. 

Brown & Williamson Tobacco 


Corp. 
1600 West Hill, Louisville 1, Ky. John W. 
Burgard, vp, dir adv; Clyde E. McDonald, 
exec asst to adv vp; Arthur Erickson, asst 
tv-rad. 
Agencies: Bates, NYC 19 (DuMaurier, 
Kool, Viceroy, Life, Belair, Kentucky 
Kings, Tube Rose), A. McG. Foster, sr up 
chg a; David C. Loomis, Howard Black, a 
sups; J. Doherty, A. Miller, R. Munday, 
B. Crawford, aes; KM&J, Chi. (Raleigh), 
Freeman Keyes, a sup; Fred Willson, ae. 
Spot $7,786,200. 
Buitoni Foods Corp. 
450 Huyler St., S. Hackensack, N. J. Ed- 
ward De Lancellotti, prom & adv m. 
Agency: AF-GL, NYC 6, Robert Day, ae. 
Spot $621,870. 
Bumble Bee Seafoods, Inc. 
(Formerly Columbia River 
Packers Assn., Inc.) 
Foot Sixth St., Astoria, Ore. 
Agency: Manoff, NYC 17. R. K. Manoff, ae. 
Spot $505,780 (company), $141,140 (dis- 
tributors). 
Burger Brewing Co. 
Central at Liberty, Cincinnati 14. 
Agency: Midland, Cincinnati, Byron Fischer, 
ae. Spot $339,990. 
Burgermeister Brewing Corp. 
470 10th St., San Francisco 3. Leslie D. 
Mullins, adv m. 
Agency: BBDO, San Francisco, Lou Rolle, 
ae. Spot $1,441,850 (company), $111,640 
(distributors) . 
Burgess Vibrocrafters, Inc. 
Grayslake, Ill. Carl Sorensen, adv m. 
Agency: Tobias, O'Neil & Gallay, Chi. Spot 
$145,700. 
Burry Biscuit Corp. 
1265 Durant, Elizabeth 3, N. J. 
Agency: Weightman, Philadelphia, Nathan 
Alexander, ae. Spot $147,110. 
Cain’s Coffee Co. 
1 N.W. 12th St., Oklahoma City. Jack Dur- 
land, p & adv m. 
Agency: Lowe Runkle, Oklahoma City, 
Lowe Runkle, ae. Spot $225,400. 


California Packing Corp. 

215 Fremont St., San Francisco 19. Everett 
M. Runyon, dir adv & prom; Roland G. 
Saysette, adv m. 

Agency: McCann-Erickson, San Francisco, 


F. H. McCrea, ae. Spot $600,100. 


California Chemical Ortho 
Division Co. 

Lucas & Ortho Way, Richmond, Cal. Louis 

F. Czufin, adv m. 

Agency: McCann-Erickson, San Francisco, 

J. Narcisso, ae. Spot $255,120. 

Calo Pet Food Co. 

Box 4077, Oakland 23, Cal. Albert S. Pande, 

adv m. 

Agency: FC&B, San Francisco, Byron Mayo, 

Robert Leefeldt, aes. Spot $378,530. 

Calusa Chemical Co. 

801 E. Macy St., LA 12. Ralph Pansek, dir 


adv sls prom. 





Agency: Wade, Hollywood, Frank Rhylick, 
ae. Spot $239,030. 

Campbell Soup Co. 

375 Memorial Ave., Camden 1, N. J. R. M. 
Budd, dir adv; H. M. Stevens, prd mkt 
m—heat processed soups; W. G. Kay Jr., 
prd mkt m—Franco-American prds; G. E. 
Thomas, prd mkt m—Campbell & Swan- 
son—frozen food; W. P. MacFarland, prd 
mkt m—Campbell’s beans, tomato juice, 
V-8 vegetable juices, Swanson heat process 
foods. 

Agencies: BBDO, NYC (heat processed 
soups); Burnett, Chi. (frozen soups, toma- 
to juice, Franco-American prds, Swanson 
frozen & HP prds) ; NL&B, Chi. (Campbell 
beans and V-8 juice). Spot $1,263,440. 
Canada Dry Corp. (Bottlers) 

100 Park Ave., NYC 17. F. E. Bensen, ads 
m—beverage div. 

Agency: Mathes, NYC 16, J. McClove, ae. 
Spot $311,840. 

Cannon Mills, Inc. 

70 Worth St., NYC 13. Richard C. Swiggett, 
adv m. 

Agency: Ayer, NYC. Spot $107,200. 
Cargill, Inc. 

200 Grain Exchange, Minneapolis 15. 
Agency: Forney, Minneapolis. Spot $116,- 
670. 

Carling Brewing Co., Inc. 

9400 Quincy Ave., Cleveland 6. Paul Loh- 
meyer, dir adv. 

Agencies: Lang, Fisher, & Stashower, Cleve- 
land, Fred P. Stashower, ae; Harold Cabot 
& Co., Boston; Winius-Brandon, St. Louis; 
LNB&L, Atlanta; Aitken-Kynett, Philadel- 
phia; GB&B, Seattle, Tom Killilea, ae. Spot 
$3,033,050 (company), $424,840 (distribu- 
tors). 


Carnation Co. 

5045 Wilshire Blvd., LA 36. Paul H. Willis, 
vp adv; L. R. Johnson, adv m—Albers 
cereals; L. Aldenhovel, gen adv m—Pet 
foods div; Norman Johnson, adv m—fresh 
milks & ice cream div; M. Clausen, gen 
adv m—evaporated milk; H. R. Chamber- 
lin, adv m—evaporated milk; John Leggitt, 
adv sup—frozen food, Simple Simon pies; 
Robert J. Davis Jr., adv m—instant prds; 
Robert Moore, adv m—Albers feeds. 
Agencies: EWR&R, LA, M. Minchin, James 
Vandiveer, C. Short, F. McMahon, Melvin 
Smith, R. Forbath, aes; Harris & Love, Salt 
Lake City, R. T. Harris, ae. Spot $2,056,260. 


Mary Carter Paints 
1175 Lee St., SW, Atlanta. Frank Oakley, 
adv sup. Spot $137,800. 


Carter Products, Inc. 

2 Park Ave., NYC 16. Philip Richardson, 
vp sls & adv; Lorin S. Myers, dir med. 
Agencies: Bates, NYC (Arrid, Carter's 
Pills, Nair), W. O. Gross, ae. (Carter's 
Little Liver Pills, Arrid Whirl-In, Nair 
Depilatory), SSC&B, NYC (Arrid cream, 
Rise shaving cream), Barrett Welch, ae. 
KHCC&A, NYC (Colonaid Laxative), H. 
Kastor Kahn, ae. Spot $1,938,580. 


Castro Convertible Corp. 

1990 Jericho Turnpike, New Hyde Park, 
N. Y. W. Nightengale, adv m. 

Agency: Newton, NYC 17. Spot $124,490. 
Chanel, Inc. 

1 W. 57th St., NYC 19. 

Agency: NC&K, NYC 22, Walter Tibbals, 
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ae. Spot $372,290 (company), $87,430 (dis- 

tributors. 

Chattanooga Medicine Co. 

1715 W. 38th St., Chattanooga 9. Frank 

Walsh, adv m. 

Agencies: Noble-Dury, Nashville (Black 

Draught, Cardui); Street & Finney, NYC 

(Chattem Labs. Div.). Spot $529,360. 

Chemical Compounds Co. 

St. Joseph, Mo. C. D. Liggett, p chg adv 

& sls. 

Agency: Standart & O’Hern, Kansas City, 

W. C. Standart, ae. Spot $105,390. 

Chemica! Corp. of America, 
Household Products Div. 

1309 Thomasville Rd., Tallahassee, Fla. 

Agency: Jay Mitchell, Tallahassee, Allan 

Post, ae. Spot $312,000. 

Chesapeake & Potomac Tel. 

930 H St.. N. W., Washington 1. H. D. 

Fangboner, asst vp-pr. 

Agency: Ayer, Philadelphia, G. M. Lauck 

Jr., ae. Spot $256,520. 

Chesebrough-Ponds, Inc. 

485 Lexington Ave., NYC 17. Albert B. 

Richardson, vp adv; Robert Fenner, brand 


m—Vaseline hair tonic, Pertussin; Edwin 
F. Weigand, brand m—Vaseline petroleum 
jelly, Vaseline cream hair tonic; Robt. 


Seaforth, Ponds treat- 
ment line; Warren B. Dubin, brand m 

Ponds make-up & Donald 
Heller, brand m 


Fuhrman, brand m 


fragrances; 
new prds. 
Agencies: Norman, Craig & Kummel, NYC 
22 (Vaseline Hair Tonic, Lipsticks, Vaseline 
Lip Ice), Russell Rhodes, ae; JWT, NYC 
17 (All Pond’s line but Angel Skin & Black 
Watch, Abano, Matchabelli, Simonetta), 
Arthur Porter, a sup; Mildred Wedekind, 
Robert Boslet, Edward Balicki, aes; Comp- 
ton, NYC 22 (Pertussin Products), Wm. 
Stewart, a sup; Wm. Conboy, ae; Robert 
(Angel Skin, Seaforth), C. 
James Fleming, a sup; M. Devine, R. Sat- 
terfield, aes; Esty, NYC 17 (Vaseline petro- 
leum jelly), William Booth, a sup; William 
Palmer, E. Petrillo, aes. Spot $1,446,150. 
Chock Full O’ Nuts 
425 Lexington Ave., NYC 17. 
Agency: Peerless, NYC 17, 
man, ae. Spot $896,100. 
Chrysler Corp. 

341 Massachusetts Ave., Detroit 31. Rich- 
John R. 


Cornish, ae: 


Richard New- 


ard E. Forbes, dir corporate adv; 
Barlow, prd adv. 

Agencies: Burnett, Detroit (corporate), R. 
Leonhard, ae; Meltzer, Detroit (Simca), 
R. Meltzer, ae. 

Plymouth-Valiant Div., 6334 Lynch Rd., 
Detroit 31. Box 1518. John G. Guenther, diz 
adv; W. A. Hammond, adv m; W. H. Wil- 
son, dir sls prom. 

Agency: Ayer, Detroit, 
Spot $164,080. 

Dodge Div., 7900 Jos. Campau, Detroit. 
W. D. Moore, dir adv; 
m—car; R. L. Goodwin, m 
C. Noonan, dir sls prom. 
Agency: BBDO, Detroit, Robert E. 
son. ae. Spot $122,710. 

Chrysler-Imperial Div., 12200 Jefferson, 
Detroit. J. L. Wichert, dir adv; J. 
son, dir sls prom. 

Agency: Y&R, Detroit, J. G. 
ae. Spot $27,670. 

Chrysler Corp. Dealers. Spot $1,404,150. 


R. O'Reilly, ae. 
A. C. Thomsen, adi 
truck adv; C. 


Ander- 


A. Law- 


Standart Jr., 
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Chun King Sales, Inc. 

Duluth, Minn. Thos. J. Scanlon, adv & 
mdsg m. 

Agencies: BBDO, Minneapolis. MacManus, 
John & Adams, Minneapolis. Spot $759,832. 
Chunky Chocolate Corp. 

4 W. 58th St., NYC 19. 

Agency: DCS&S, NYC. Spot $692,690. 
Church & Dwight Co., Inc. 

70 Pine St., NYC 5, P. F. Curran, vp chg 
adv. 

Agencies: Hoyt, NYC, (Arm & Hammer 
bicarb. of soda); Brooke, Smith, French 
& Dorrance, NYC 17, (Arm & Hammer 
sal soda). Spot $189,150. 

Cities Service Co. 

60 Wall Tower, NYC 5. Tom De Bow, vp 
adv; Lucius H. White, asst adv dir; May- 
nard Wiggins, asst adv m. 

Agency: L&N, NYC 17. Spot $200,490. 
City Products Corp. (Pilsener 

P.O.C. Beer) 

Clark Ave. & W. 65th St., Cleveland 2, 
Ohio, Jack E. Berno, gm. 

Agency: North, Chicago, James Green, ae. 
Spot $124,140. 

Cleveland Electric Hluminating 
55 Public Square, Cleveland 13. 

Agency: McCann-Marschalk, Cleveland, V. 
E. Butterly, a sup; R. G. Beatty, ae. Spot 
$169,900. 

Climalene Co. 

1022 9th, S. W., Canton 11, Ohio. R. H. 
Marriott, vp chg sls & adv. 
Agency: D'Arcy, Chicago, Ray 
burn, ae. Spot $418,000. 
Clover Club Foods Co. 
Kaysville, Utah. Ver] A. Walker, vp sls & 
adv. 

Agency: Harris & Love, Salt Lake City, 
R. T. Harris, ae. Spot $102,330. 
Coca-Cola Co. (Bottiers) 
515 Madison Ave., NYC 22. E. 
vp & dir adv, Atlanta, Ga. 
Agency: McCann-Erickson, NYC 17. 
$4,107,470. 

Coleman Co., Inc. 

2nd & St. Francis, Wichita 1. J. R. Lodiker, 
adv & sls products div; 
L. B. heating & 
air conditioning div; R. H. Lowe, gm adt 
& sls prom—mobile home div. 
Agency: Potts-Woodbury, Kansas 
Charles Jones, ae. Spot $242.930. 
Colgate-Palmolive Co. 

300 Park Ave., NYC 22. G. T. Laboda, 
r & tv dir: G. T. Lincoln, asst r & tv dir; 

Toilet Articles Div., S. H. Pulver, med m; 
A. C. Jones, J. K. White, W. F. Fowle, grp 
prod ms; M. Ward, R. C. Beeson, sr prod 
ms; K. B. 
Byrne, new prods m. 

Household Prods Div., R. S. Paige, med 
m; R. J. Clark, T. J. Hennon, D. W. Ross, 
E. Timberman, grp prod ms; Robert An- 
gelus, F. Scott Matthews, Wm. T. Eldridge, 
assoc prod ms. 


D'Arcy, NYC 


A. Wash- 


D. Sledge, 


Spot 


prom—outing 


Myers, adv & sls prom 


City, 


Arrington, gen prod m; Paul 


Agencies: (Cashmere soap, 


Halo shampoo), D. Weil, a sup, J. Hor- 
wath, ae. Bates, NYC (Colgate dental 


cream, Palmolive shave cream & lotion & 
Palmolive soap, Rapid Shave cream, Fab), 


R. C. Bradley, C. P. Dixon, R. W. Castle, 


a sups: D. Moore, R. Hall, E. Heath, R. F. 


Degan, aes. Street & Finney, NYC (Colgate 

shave cream, Florient, Super Suds, Kan 

Kil), C. G. Grinnell, a sup; W. G. Johnston, 

L. Trudeau, aes. Lennen & Newell, NYC 

(Lustre-Creme, Vel, AD detergent, Driacol) , 

Gordon Cates, a sup; S. M. Kenyon, D. W. 

Thurston, G. Norris, aes. NC&K (Veto, 

Wash ’N Dri, Cashmere, soap & Ajax), R. 

Bowman, a sup; R. Dahl, ae. Spot $11,- 

419,230. 

Colonial Baking Co. 

4410 Gravios, St. Louis 16. W. H. Williams, 

p chg adv. 

Agency: Herrod, St. Louis. Spot $502,330. 

Colonial Stores, Inc. 

Box 4358, Atlanta 2. C. L. 

adv m. 

Agency: LNB&L, Atlanta, Clay Scofield, 

ae. Spot $300,000. 

J. Colonna & Brother 

4102 Bergen Turnpike, N. Bergen, N. J. 

Thomas V. McNulty, adv sup. 

Agency: Gardner, NYC 17, Don Slattery, 

ae. Spot $102,220. 

Colorforms, Inc. 

Norwood, N. J. Ogden Kniffin, dir adv. 

Agency: Kudner, NYC 22, David Elliot, 

ae. Spot $500,000. 

Columbia Broadcasting System, 
Inc. (Columbia Records) 

799 Seventh Ave., NYC. Goddard Lieber- 


son, pres. 


Johnston, gen 


Ricotta & Kline, 


Agency: Wunderman, 
NYC. Spot $217,610. 
Columbia Pictures Corp. 

711 Fifth Ave., NYC 22. Jonas Rosenfield, 
vp chg adv, pub, exploitation; Robert S. 
Ferguson, dir adv pub & exploitation; Sid- 
ney Schaefer, m med & adv. 


Agency: Donahue & Coe, NYC 20. Spot 
$2,000,000. 

Commonwealth Edison Co. 

72 W. Adams, Chicago 90. W. E. Pierce, 


dir adv. 

Agency: Burnett, Chi. Spot $252,680. 
Community Coffee Co. 

2151 N. 3rd St., Baton Rouge. J. Roy 
Dabidie, adv & sls prom m. 

Sewell, New Orleans, Granville 
Sewell, ae. Bozell & Jacobs, Shreveport, 
Bob Thompson, ae. Spot $103,770. 
Consolidated Cigar Corp. 

529 Sth Ave., NYC. Frank J. Wells, pres. 
Agency: EWR&R, NYC, Robert David, ae. 
Spot $2,304,900. 

Consolidated Edison Co. 

4 Irving Pl., NYC 3. Charles B. Delafield, 
vp adv; Raymond M. Martin, dir adv. 
Agency: BBDO, NYC 17, Bayard Pope, ae. 
Spot $480,790. 

Consumer Laboratories 


Agencies: 


8467 Beverly Blvd., Portland, Ore. John 
Gale, adv m. 
Agency: MM&H Portland, Harry Roe, 


ae. Spot $168,770. 


Continental Baking Co. 

Halstead Ave., Rye, N. Y. Lee Mack Mar- 
shal, adv m: John L. West, asst adv m. 
Agency: Bates, NYC 19, E. L. Hill, J. O. 
Neill, aes. Spot $5,879,280. 


Continental Oil Co. 
Houston 1. Melvin S. Hattwick, dir adv; 
W. A. Morgan, adv m. 


Agency: Clinton E. Frank, Chi. Spot $497,- 


4180 
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VIDEO 


TAPE 
is the shape of 


QUALITY 


TV commercials 
TODAY! 


SPECIAL EFFECTS: 1001 special reasons why your commercials should 


be on SCOTCH® BRAND Live-Action Video Tape! 


There is nothing new about special optical effects in TV. What is 
new ... excitingly new in video-taping special effects on “Scorcn” 
BRAND Video Tape is the instantaneous speed, ease and economy 
with which tape does the whole bag-of-tricks . . . does 90 per cent 
of them merely by pushing a button! No waiting for days, weeks, 
while lab work and processing laboriously create an “effect.” 
On video tape you create electronically, instantaneously. And 
“1001” is just a number—in creative hands there is no limit! 


By pushbutton and an electronic special-effects generator you can 
create thousands of variations . . . wipes, dissolves, fade-outs . . . 
you can matte a person or product from one scene into an 
entirely different one . . . combine several images of the same 
person on the screen . . . introduce pixie or giant characters 
with normal-size people . . . do split-screen “before and afters,” 
or a montage of different scenes combine photographs, 
miniature sets, drawings, cartoons, movies, with live or tape 


scenes . . . produce pop-on overlay effects, faces, product labels 
. . . do limited animation of titles, cartoons, as well as smoothly 
integrating film animation with tape . . . create rain, snow, fire, 
smoke, even dream sequences —you name it! 


4nd special effects are just the dressing on the salad. Basic video 
tape advantages for black and white and color, include: (1) new 
picture quality, “real-life” presence, (2) immediate playback that 
eliminates errors . . . provides “how're we doin’?” feedback, 
(3) time and money savings. 


Get the tape story! Next TV storyboard you produce, take to your 
local video tape house for analysis—and a bid that will surprise 
you. No cost or obligation. FREE ILLUSTRATED BOOKLET: ““Tech- 
niques of Editing Video Tape”—a sampling of ideas used by 
video tape editors in building shows from tapes, splicing and 
special effects. Send to: 3M Company, St. Paul 6, Minn. 
**SCOTCH” is a registered trademark of 3M Company. © 1961, 3M Co 
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Continental Wax Corp. 

10 Warren St., Mt. Vernon, N. Y. Joan 
Feldman, pres chg adv. 

Agency: Product Services, NYC 17, Harold 
Tuers, ae. Spot $887,050. 

Co-ordinated Merchandising Corp. 
342 Madison Ave., NYC 17. Bud Getschal, 
pres. 

Agency: Getschal Co., NYC, Gerry Gilbert, 
ae. Spot $134,280. 

Adolph Coors Brewing Corp. 
Golden, Colo. John Kerr, adv m. 

Agency: Fox, Denver, Revill Fox, ae. Spot 
$112,710 (company) , $27,390 (distributors). 
Corn Products Co. 


adv. 

Agencies: L&N, NYC (Mazola, Karo, Niag- 
ara & Linit); McCann-Erickson, NYC 17 
(NuSoft); Donahue & Coe, NYC 20 (Bos- 
co, Kasco dog food) ; D-F-S, NYC 17 (Hell- 
mann’s, Nucoa); SSC&B, NYC 22 (H-O, 
Shinola, Rit dyes); GB&B, NYC (Skippy 
peanut butter). Spot $3,737,550. 
Corning Glass Works 

Corning, N. Y. James Bierer, mktg m—con- 
sumer prds div. 

Agency: Ayer, NYC 20 (consumer prds), 
Robert Alexander, ae. Spot $443,560. 
Cott Beverage Corp. (Sottlers) 
197 Chatham, New Haven 9. Adrian Hirsch- 
horn, adv m. 

Agency: Riedl & Freede, Inc., Clifton, N. J. 
Spot $367,890. 

Coty, Inc. 

423 W. 55th St., NYC 19. William Siegel, 
vp & adv dir. 

Agency: D-F-S, NYC 17, Dick Martel, a 
sup. Spot $277,450 

Cracker Jack Co. 

4800 W. 66th St., Chicago 38. 

Agency: Burnett, Chi., R. G. Everett, ae. 
Spot $170,400. 

Creomulsion Co. 

345 Glen Iris Dr., N.E., Atlanta. 

Agency: Tucker Wayne, Atlanta (r&tv). 
Spot $422,320. 

Crocker-Anglo National Bank 

1 Montgomery St., San Francisco 20. Mon- 
roe A. Bloom, vp & adv m. 

Agencies: JWT, San Francisco (consumer), 
Carlton Hartness, ae; Doremus, San Fran- 
cisco (institutional), George Sutton, ae. 
Spot $200,596. 

Crown Zellerbach Corp. 

1 Bush St., San Francisco 19. Neil P. 
Stewart, adv m. 

Agencies: C&W, San Francisco (consumer 
prds). L&N, San Francisco (industrial 
div.) . Spot $1,067,100. 

Cudahy Packing Co. 

5002 S. 33rd St., Omaha 7. Jerry Keefe, sls 
prom m. 

Agency: Bozell & Jacobs, Omaha, Randall 
Packard, a2. Spot $192,110. 

Helene Curtis Industries 

4401 W. North Ave., Chicago 39. Jack K. 
Lipson, dir adv; James Merrill, adv coord. 
Agencies: Campbell-Mithun, Chi. (Helene 
Curtis Shampoo Plus Egg, Suave); Weiss, 
Chi. (Gay Top, Kings Men grooming aids, 
Enden, Stopette, Tempo); McCann-Erick- 
son, Chi. (Plush, Spray Net); Altman- 
Stoller, NYC (Lentheric prds, beauty div.). 
Spot $903,420. 

Curtis Publishing Co. 
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Independence Sq., Philadelphia 5. E. H. 

Ulrich, sr vp & dir circ; Hamilton Cochran, 

adv dir circ; John M. Dower, adv prom m- 

LHJ; W. B. Williams, adv prom m—Holi- 

day; Dennis Perkins. adv prom m—Sateve- 

post; J. Hadsell, adv prom m—American 

Home. 

Agency: BBDO, NYC (Satevepost, Holi- 

day, Ladies Home Journal, American 

Home) . Spot $318,659. 

DCA Food Industries, Inc. 

45 W. 36th St.. NYC 18. F. J Miller, exec 

vp adv m. 

Agencies: Smith/Greenland, NYC: Kastor 

Hilton Chesley Clifford & Atherton. NYC; 

Marketing & Advertising Assoc., Philadel- 

phia. Spot $157,050. 

D-W-G Cigar Corp. 

2130 E. Milwaukee Ave., Detroit, Mich. 

Seymour Chodorkoff, adv sls prom dir. 

Agency: Maxon, Inc., Stan Tobin, ae. Spot 

$124,450. 

DX Sunray Oil Co. 

Tulsa 2. Roy B. Middleton, coord of adv. 

Agency: Potts-Woodbury, Kansas City, T. 

S. McCaslin, ae. Spot $325,190. 

Dale Dance Studios, Inc. 

745 7th Ave., NYC 19. Edward Herold, pres. 

Agency: Metlis & Lebow, NYC (spot radio 

& tv). Spot $192,450. 

Delta Air Lines, Inc. 

Atlanta Airport, Atlanta. George E. Bounds, 

dir adv. 

Agency: Burke Dowling Adams, Atlanta, 

Howard Schriner, ae. Spot $500,000. 

Derby Foods, Inc. 

3327 W. 48th Pl., Chicago 32, Ill. A. O. 

Lane, pres. 

Agency: McCann-Erickson, Chicago. Spot 

$188,380. 

Dill Co. 

Washington & McKinley, Norristown, Pa. 

R. M. Troutman, pres & gm. 

Agency: N. W. Ayer, Philadelphia. Spot 

$126,890. 

Dr. Pepper Co. (Bottlers) 

Box 5086, Dallas 2. John C. Simmons, vp, 

adv; Howard Teitler, coop adv m. 

Agency: Grant, Dallas, Joe K. Hughes, ae. 

Spot $646,680. 

Dole Corp. (Formerly Hawaiian 
Pineapple Co., Ltd.) 

5th & Virginia Sts., San Jose 8, Cal. Hal 

Griswold, dir adv & merch. 

Agency: FC&B, San Francisco, Charles 

Cooney, ae. Spot $150,780. 

Dow Chemical Co. 

Midland, Mich. Millard J. Hooker, adv m. 

Agency: MacManus, John & Adams, Bloom- 

field Hills, Mich., Robert Garrison, ae. Spot 

$327,840. 

Drake Bakeries, Inc. 

350 Madison Ave., NYC 17. Theodore G 

Montague Jr., pres. 

Agency: Y&R, NYC, David Salembier, ae. 

Spot $144,970. 

E. F. Drew Co., Inc. 

15 E. 26th St., NYC 10. 

Agency: Donahue & Coe, NYC (consumer 

prds) . Spot $937,910. 

Drewry’s, Ltd. 

1408 Elwood Ave., South Bend 24, Ind. 


Leslie D. Fairbairn, adv m. 


Agency: MacFarland, Aveyard, Chi., Dave 
Stotter, ae. Spot $406,270. 






Dreyfus & Co. 

2 Broadway, NYC 4. Jack J. Dreyfus Jr., 

chg adv. 

Agency: DDB, NYC 36, F. Dossenbach, ae. 

Spot $307,250. 

Drinks, Inc. 

4000 Water, Wheeling, W. Va. Stuart F. 

Bloch, dir adv. 

Agency: Hoyt, NYC, Jack R. McCormack, 

ae. Spot $216,300. 

Drug Research Corp. 

369 Lexington Ave., NYC 17. 

Agency: KHCC&A, NYC 22, Henry K. 

Kahn, a sup; George Bailey, George E. 

Levine, aes. Spot $1,678,690. 

Duffy-Mott Co. 

370 Lexington Ave., NYC 17. Page McGirr, 

vp chg adv & sls. 

Agency: SSC&B, NYC 22. Spot $132,520. 

Duke Power Co. 

Charlotte 1, N.C. Dave Rea, prom adv m. 

Agency: Ayer & Gillett, Charlotte, C. B. 

Seward, ae. Spot $153,220. 

Dumas Milner Corp. 

4359 Northview Dr., Jackson, Miss. Howard 

S. Cohoon, p. 

Agency: Best, Chi., Frank Morr, ae. Spot 

$133,070. 

Duncan Coffee Co. 

1200 Carr, Houston 1. 

Agency: Stephenson, Clay Stephenson, ae. 

Spot $1,128,590. 

E. I. du Pont de Nemours 

Wilmington 98, Del. J. E Dean, dir adv; 

Edward J. Pechin, asst dir adv; G. Ware, 

m adv & prom—finishes div; Trade Sales, 

J. Swan, m adv & prom—finishes div; Spe- 

cialties, W. W. Carty, adv m—anti-freezes; 

A. J. Smith Jr., m gen adv & prom m 

textile fibers dept; B. J. Clark, tu adv & 

prom m—textile fibers dept. 

Agencies: Ayer, Philadelphia (finishes dept 

for household paints & organic chemicals 

dept for dyes & chemicals div.); BBDO, 

NYC 17 (plastic sales, finishes specialties, 

textile fibers dept, industrials & biochem- 

icals dept for Zerone, Zerex, “Telar,” anti- 

freezes & garden products). Spot $405,840. 
Remington Arms Co., Inc., Div., Bridge- 

port 2, Conn. Joseph J. Callahan, m adv & 

dir sls prom; D. S. Reynolds, m adv—fire- 

arms, ammunition ; H. M. Trowern, m adv— 

tool div. 

Agency: BBDO, NYC 17. Spot $399,730. 

Duquesne Brewing Co. 

S. 22nd St. & Mary, Pittsburgh 3. V. I. 

Maitland, exec adv dir. 

Agency: Maitland, Pittsburgh. Spot $581,- 

680. 

East Ohio Gas Co. 

1717 E. 9th, Cleveland 14. Chas. F. Eder, 

adv m. 

Agency: KM&G, Pittsburgh, William 

Sprague, a sup; David Curry, ae. Spot 

$112,850. 

Eastern Air Lines, Inc. 

10 Rockefeller Plaza, NYC 20. 

Agency: FRC&H, NYC 20. Bradley Walker, 

a sup; John A. Hamm, ae. Spot $278,860. 

Eastman Kodak Co. 

343 State St., Rochester 4, N. Y. W. B. 

Potter, vp & dir adv; A. Dexter Johnson, 

adv m; Edwin L. Grauel, R. W. Brown, 


asst adv ms. 











Agencies: JWT, NYC 17, Rudyard Mce- 
Kee, Steven Aubrey, aes; Rumrill, Roches- 
ter, John Heffron, ae. Spot $309,690. 
Emenee Industries, Inc. 

200 Fifth Ave., NYC. Spot $273,840. 
Erie Brewing Co. 

22nd & State St., Erie, Pa. 

Agency: Lando, Pgh., H. L. Rothchild, 
a sup; J. A. Ketcham, ae. Spot $149,603. 
Ex-Lax, Inc. 

423-443 Atlantic Ave., Brooklyn 17, N. Y. 
R. A. M. Peterson, dir mkt, chg adv, sls, 
mdsg. 

Agency: Warwick & Legler, NYC 22. Spot 
$1,342,060. 


Exquisite Form Brassiere, Inc. 

385 Fifth Ave., NYC 16. Irwin H. Rose- 

man, vp chg adv & sls prom; Sam Gabow, 

adv m. 

Agency: KHCC&A, NYC 22, Jerry Browne, 

ae. Spot $351,460. 

Max Factor & Co. 

1655 N. McCadden PI1., Hollywood 28, Cal. 

Marvin Mann, adv dir; William Lyons, 

adv m. 

Agencies: K&E Hollywood (makeups) ; 

Carson/Roberts, LA (men’s toiletries, lip- 

sticks, Crew Cut, nail satin), Spot $1,952,- 

450. 

Fairmont Foods Co. 

3210 Farnam, Omaha 1, Bennett O. Stalvey 

Jr., adv m. 

Agency: Allen & Reynolds, Omaha, Milton 

Reynolds, Ed Whelan, aes. Spot $293,330. 

Faith For Today, Inc. 

108-43 71st Ave., Forest Hills 75, N. Y. 

W. A. Fagal, adv sup. 

Agency: World Broadcasters, Joseph H. 

Webb, ae. Spot $113,740. 

Falls City Brewing Co. 

3050 W. Broadway, Louisville 11. 

Agency: Winfield, St. Louis. Spot $408,420. 

Falstaff Brewing Corp. 

5050 Oakland Ave., St. Louis 10. George 

P. Holtman, dir adv. 

Agency: D-F-S, NYC 17, S. J. Hamilton, 

grp sup, David Wham, ae. Spot $2,403,400. 

Felis & Co. 

73rd & Woodland Ave., Philadelphia 42. 

Grant H. Keeler, adv m. 

Agency: Aitkin-Kynett, Philadelphia, Har- 

old Montgomery, ae. Spot $1,319,590 (com- 

pany), $80,920 (distributors). 

J. H. Filbert, Inc. 

3701 Southwestern Blvd., Baltimore 29. 

W. A. Hottman, adv m. 

Agency: Y&R, NYC 17, John Woods, ae. 

Spot $163,340. 

Filice & Perrelli Canning Co. 
(F&P Foods) 

1200 S. 10th St., Richmond, Calif. M. M. 

Charlat, adv m. 

Agency: Botsford, Constantine & Gardner, 

San Francisco, E. F, Walthers, ae. Spot 

$171,930. 

First National Bank 

Broadway & Locust Sts., St. Louis. Arthur 

Hemminger, vp & dir pr. 

Agency: Gardner, St. Louis, William 

Rogers, a sup: Richard Donnelly, ae. Spot 

$152,820. 

Fitzgerald Bros. Brewing Co. 

498 River St., Troy, N. Y. John R. Fitz- 

gerald, adv m. 


Woodward, Voss & Hevenor, Al- 


Agency: 


bany, Philip Voss, ae. Spot $117,510. 
Flowers Baking Co. 
Thomasville, Ga. Langdon S. Flowers, dir 
sls. Frank Engelfried, ae. Spot $144,630. 
J. A. Foiger & Co. 

330 W. 8th St., Kansas City, Mo. Linton 
Bagley, adv m. Spot $4,387,220. 

Agency: C&W, NYC 16, Edw. Calhoun, ae. 
West-coast office, 101 Howard St., San 
Francisco 5. Peter Folger, vp adv dir; 
B. F. Howe, asst adv m—med; D. P. 
Thornton, asst adv m—mdsg. 

Agency: FRC&H, San Francisco. 

Food Manufacturers, Inc. 

High, Hackettstown, N. J. Robert Oram, 
vp sls adv. 

Agency: Ted Bates, NYC. Spot $3,651,080. 
Ford Motor Co.—Gen. Adv. & Sis 

Prom 
American Road, Dearborn, Mich. J. B. Mc- 
Mechan, adv sup. 

Agency: K&E, Detroit, A. J. Shepard, ae. 

Ford Div. 17101 Rotunda Dr., Dearborn. 
J. R. Bowers, car adv m; D. W. Lee, truck 
adv m. : 

Agency: JWT, Detroit, R. Bachman, ae. 

Tractor & Implement Div., 2500 E. Maple 
Rd., Birmingham, Mich. J. L. Pedder, adv 
sup. 

Agency: Meldrum & Fewsmith, Birming- 
ham, W. H. Stone, ae. 

M-E-L Div., 3000 Schaefer Rd., Dear- 
born, Mich. B. E. Miller, Mercury & 
Lincoln-Continental adv m. 

Agency: K&E, Detroit (Mercury, Lin- 
coln-Continental), D. J. Gillespie, D. L. 
Keys, aes. Spot $28,520 (company), $5.,- 
275,570 (dealers). 

Foremost Dairies, Inc. 

25 Battery, San Francisco 11. 

Agency: BBDO, San Francisco, William 
Montgomery, ae. Spot $205,870. 

Fort Pitt Brewing Co. 

Sharpsburg, Pa. 

Agency: Dubin & Feldman, Pittsburgh 19. 
Spot $116,360. 

Foster Millburn Co. 

468 Dewitt, Buffalo 13. R. E. 
adv m. 

Agency: Street & Finney, NYC 36. Spot 
$148,140. 

R. T. French Co. (Atlantis Sis 

Corp.) 

60 Mustard St., Rochester 9, N. Y. G. B. 
Culver, adv m; F. F. Smiley, R. P. Driggs, 
mktg ms. 


Brumm, 


Agencies: Foley, Philadelphia (French’s 
bird seed), C. H. Eyles, ae; Compton, NYC 
(mustard sauce & spaghetti sauce mix) ; 
JWT, NYC 17 (balance of prds), Robert 
McDonald, ae. Spot $2,185,120. 

Frito Co. (Distributors) 

Exchange Bank Bldg., Dallas. John R. Mc- 
Carty, vp adv mdsg; Bill R. Jones, nat adv 
m; Bill Archer, adv & mdsg m—southwest 
div; Richard Crosby, adv m—west & 
northwest div, 8734 Bellanca, LA; Arnold 
Pegler, adv m—Nicolay, Dancey & New 
Era divs, 5045 Grandy Ave., Detroit; John 
Bryant, adv m—eastern div, 1846 U.S. 
Highway # 17, North Brunswick, N. J. 
Agencies: Tracy-Locke, Dallas (southwest 
div), Stewart Mitchell, ae; EWR&R, LA 
(western div), John Weiser, ae; EWR&R, 
San Francisco (northwest div), Frank 
Helton, ae, D-F-S, Chi. (nat adv Fritos 





corn chips), Charles Conrad, ae; D-F-S, 
NYC (eastern div); Otto & Abbs, Detroit 
(Nicolay, Dancey divs), Rudd Otto, ae. 
Spot $631,260. 

Austex Foods Div., 406 San Antonio St., 
Austin, Texas. Bill R. Jones, adv m. 
Agency: Tracy-Locke, Dallas, Gene 
Thomas, ae. Fritos brand spot inc. in par- 
ent co. expenditure. 

Furr’s Super Markets, Furr’s, Inc. 
Box 1650, Lubbock, Texas. Jack O. Stone, 
dir adv & pr. Spot $300,000. 

E & J Gallo Winery (Distributors) 
Modesto, Cal. Vernon S. Mullen, adv dir. 
Agency: BBDO, San Francisco, Kenneth 
Hurd, ae. Spot $2,500,000. 

General Aniline & Film Corp. 

111 West 50th St, NYC 20. C. Allan 
Bengston, adv dir, W. H. DiSesa, adv m 
Ansco div; W. K. Pedersen, adv & sls 
prom m—Ozalid div; R. J. Hamilton, adv 
& sls prom dir—chem grp. 

Agencies: L&N, NYC; House of Twiss, 
NYC; L. W. Frohlich, NYC. Spot $159,850. 
General Baking Co. 

420 Lexington Ave., NYC 17. A. Waldron 
Stone, adv m. 

Agency: Lefton, Philadelphia. Spot $134,- 
770. 

General Electric Co. 

570 Lexington Ave., NYC 22. G. A. Brad- 
ford, cons adv & sls prom. Spot $1,966,070 
(company) $7,220 (distributors). 

Major Appliance Div., Appliance Park, 
Louisville 1. S. G. Stevens, sls prom spe- 
cialist—household-refrigerator dept; E. 
Reichert, m adv & sls prom—dishwasher & 
disposal dept; G. F. Kiewert, m adv & sls 
prom—room air-conditioner dept; Harry 
Brown, m adv & sls prom 
dept. 

Agency: Y&R, NYC 17, James Watt Jr., 


ae. 


home-laundry 


Housewares Div., 1285 Boston Ave., 
Bridgeport, Conn. M. M. Masterpool, m 
adv & pub; H. R. Smith, chg med relat. 
Agencies: Y&R, NYC 17, B. Hall, ae: 
Ayer, NYC 20; Maxon, Inc., NYC 22, Red 
Lewis, ae. 

Radio & TV Div, 4505 E. Genesee St., 
DeWitt, N. Y. C. R. Lummey, adv m & sls 
prom m—television dept. 

Agency: Y&R NYC 17, C. Young, ae. 

Lamp Div., Nela Park, Cleveland 12. 
M. R. King, adv m—large-lamp dept; T. H. 
Castle, adv m—photo-lamp dept; F. F. 
Schuhle, adv m—miniature-lamp dept. 
Agencies: Foster & Cleveland 
(miniature lamps), M. R. Davies, ae; 
BBDO, Cleveland (large lamps), R. H. Mc- 
Ginnis, ae; Grey, NYC 22 (photo lamps), 
Richard Martell, ae. 

Hotpoint Co. Div., 5600 W. Taylor St., 
Chicago 44. A. M. Utt, m adv; L. J. 
DiAngelo, m adv & mdsg. 
Agency: Compton, NYC 22 
adv), Paul Cooke, a sup; Donald Carret, 
Douglas Cornwell, Howard Kuhn, aes. 
General Foods Corp. 

250 North St., White Plains, N. Y. H. A. 
Dingwall Jr, d bdcst pgm; F. J. Harvey, 
m adv controls; A. O. Knowlton, d med 
coord; W. L. Farnsworth, E. A. Fitzsim- 
mons, assoc med coords. Spot $18,540,740. 

Birds Eye Div., C. T. Pope, mkt m; 

W. P. Casey, adv & mdsg m; H. F. 


Lochrie, adv m; J. F. Curran, assoc adv m; 


Davies, 


(consumer 
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S. P. Delaney, sls prom m; A. C. Knudsen, 
prd grp m—fruits, vegetables, potatoes & 
concentrates; J, J. Flanigan, prd m—veg- 
etables; H. A. Schurig, prd m—fruits & 
potato prds; H. S. Madsen, prd m—frozen 
cencentrates; G. T. Moran, prd grp m— 
prepared foods; T. R. Hickey, prd m— 
prepared dinners & pies; R. M. Healy, 
prd m—prepared fish, poultry & onion 
rings; E. W. Gutelius, m mkt—baby foods; 
M. G. Reilly, prd m—baby foods. 
Agencies: Y&R, NYC, (fruits, vegetables, 
potatoes & concentrates and prepared 
foods), B&B, NYC (prd dev and baby 
food). 

Electricooker Div., 100 Church Street, 
NYC 7. T. H. Marler, m sls admn—Kernel- 
Fresh Nuts. 

Agency: Y&R, NYC. 

Jell-O Div., 250 North St., White Plains, 

N. Y. H. R. Bloomquist, mkt m; F. A. 
Baxter, prd grp m—Minute prds, Laundry 
aids & Pectins, D-Zerta; C. B. Butler, prd 
m—Minute prds; E. S. Casco, prd m- 
laundry aids & pectins, D-Zerta; G. H. 
Blake, prd grp m—coconut, Chocolate, 
syrups, Calumet; E. C. Breeding, prod m 
—coconut & chocolate; R. E. Haynes, 
prd m—syrups, Calumet; S. A. Witham, 
prd grp m—Jell-O gelatin & puddings, 
Dream Whip; D. P. Jaicks, prd m—Jell-O 
gelatin: R. P. Kolesik, prd m—Jell-O pud- 
dings & Dream Whip. 
Agencies: Y&R, NYC, (Coconut & Laun- 
dry aids, Dream Whip, syrups & pectins, 
Minute Rice, Minute tapioca, Jell-O pud- 
dings, Jell-O gelatin & Dream Whip). 
FC&B, NYC, (Walter Baker prds, Minute 
potatoes, Calumet, D-Zerta prds). 

Maxwell House Div., 1125 Hudson 

Street, Hoboken, N. J. J. W. Andrews, adv 
& mdsg m; R. P. Bauman, prd m—Max- 
well House coffee; V. A. Bonomo, prd m— 
Instant Maxwell Hse; A. A. Appert, prd 
m—Sanka; R. T. Silkett, prd m—Yuban; 
M. J. Silva, prd m—new prds. 
Agencies: OB&M, NYC. (Maxwell House 
coffee), Y&R, NYC. (Sanka coffee), B&B, 
NYC. (Instant Maxwell House, Yuban 
coffee). 

Perkins-S.0.S. Div., 7123 W 65th St., 
Chicago 38. M. R. Bohm, mkt m; J. H. 
Giroux, adv & mdsg m; J. W. Grant, prd 
m—Kool Aid & Kool Pop; A. D. Barrett, 
prd m—Good Seasons; R. W. Stevens, prd 
m—Open Pit Barbecue Sauce; R. S. Rasin, 
prd m—new prds & Twist; J. W. Welles, 
prd m—S.0.S. soap pads & Tuffy; E. S. 
Lang, prd m—Cleanser prds. 

Agencies: FC&B, NYC, Y&R, NYC, (new 
products, Open Pit). 

Post Div., 275 Cliff St., Battle Creek, 
Mich. M. C. Baker, mkt m; R. P. Camp- 
bell, adv & mdsg m; F. K. Smart, grp 
prd m—cereals; P. J. Hoffman, prd m— 
cereals; F. K. Mitchel, prd m—new cer- 
eals; W. L. Jackson, grp prd m—dog 
foods; R. L. Cobb, prd m—Gaines; G. R. 
Mohler, grp, prd m—beverages; R. H. 
Krueger, prd m—new beverages; P. C. 
Ward, grp prd m—Swans Down prds; W. 
C. Wahl, prd m—Swans Down mixes; J. B. 
Dillingham, prd m—Swans Down cake 
flour & new prds. 

Agencies: B&B, NYC, (cereals, dog food), 
Y&R, NYC, (beverages & Swans Down). 
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General Insurance Co. of America 


General Insurance Bldg., Seattle 5. C. M. 
Noren, m adv dept. 

Agency: L&N, NYC, (As of 10/61) Jack- 
son Taylor, George Richardson, aes. Spot 


$166,290. 


General Mills, Inc. 

9200 Wayzata Blvd., Minneapolis 26. J. S. 
Fish, vp—dir corp adv; J. E. Ratner, dir 
adv—flour & mix prds; J .H. Weaver, adv 
m—Flour Bisquick & Potato Prods; A. W. 
Wilbor, m adv serv & Betty Crocker 
Ent; C. W. Plattes, adv m—cereals & pet 
foods; J. F. Mathes, dir adv—cereal, pet 
foods, refrig & household prds; G. D. Me- 
Guinness, adv m—Refrd & O’Celo prds: 
M. A. Souers, dir—brdcst med & shows: 
O. M. Young, adv & prom m—Sperry— 
located at San Francisco. 

BBDO, Minneapolis, (Betty 
Crocker prds, Softasilk cake flour, Gold 
Medal cake mixes, Pound Cake mix, Bos- 
ton Cream Pie, Pudding Cake Mix); D-F-S, 
NYC 17, (GMKT, other flour prds, Cheer- 
ios, HiPro, Kix, Trix, Jets, Cocoa Puffs, 
Pick-A-Pack, Twinkles, O-Celo prds, Red 
Band flour; Total, Country corn flakes) ; 
D-F-S, San Francisco, (Sperry Prods, 
Drifted Snow flour, LaPina flour, hot ce- 
reals) Larry Dunham, ae. Knox Reeves, 
Minneapolis, (Bisquick, Bisquick refrig- 
erated prds, Wheaties, potato prds, Form- 
ula Feeds, Safflower oil, corporate, indus- 
trial & non-consumer adv); Tatham-Laird, 
Chi., (pet foods) A. E. Tatham, ae. Spot 
$2,569,810. 


General Motors Corp. 

General Motors Bldg., Detroit 2. Anthony 
G. De Lorenzo, vp institutional adv; H. C. 
Botsford, asst d adv; Gail Smith, d tv adv. 
Spot $1,646,820. 

Buick Motor Div. Hamilton Ave., Flint 2. 
Gerald M. Millar, adv m—mdsg dept. 
Agency: McCann-Erickson, Detroit. 

Cadillac Motor Car Div. 2860 Clark Ave., 
Detroit 32. J. P. Schaupner, g mdsg m; 
R. L. Henning, asst adv m. 

Agency: MacManus, John & Adams, 
Bloomfield Hills, Mich., Hovey Hagerman, 
Robert E. Fields, aes. 

Chevrolet Motor Div. General Motors 
Bldg., Detroit 2. Jack Izard, adv m. 
Agency: Campbell Ewald, Detroit 2, H. G. 
Little, ae. 

Oldsmobile Div. Townsend St., Lansing 
21. J. F. Mattox Jr., adv dir; C. D. Barker, 
asst adv m. 

Agency: D. P. Brother, Detroit 2, Sheldon 
Moyer, ae. 

Pontiac Motor Div. Pontiac 11, Mich. 
J. F. Malone, adv m. 

Agency: MacManus, John & Adams, 
Bloomfield Hills, Mich., J. H. Graham, 
Colin J. John, aes. 

A C Spark Plug Div., Flint 2. Willis J. 
Oldfield, d adv & sls prom. 

Agency: D. P. Brother, Detroit 2, T. W. 
Jipson, ae. 

Delco-Remy Div. Anderson, Ind. H. B. 
Birt, adv m. 

Agency: Campbell Ewald, Detroit 2. 

Frigidaire Div. 300 Taylor, Dayton 1. 
Agency: D-F-S, NYC 17, Saginaw Steer- 
ing Gear Div. 3900 Holland, Saginaw, 
Mich. , 

Agency: D. P. Brother, Detroit 2, Neil 
Lewton, ae. 


Agencies: 









General Tire & Rubber Co. 
1708 Englewood Ave., Akron 9, Ohio, G. R. 
Lichwardt, adv & sls prom m, 
Agency: D’Arcy, Cleveland, G. R. Lich- 
wardt, adv & sls prom m; J. C. Cowhey, ae. 
Spot $568,814. 
Genesco, Inc. 
111 7th Ave., N. Nashville 3, Tenn. Ben 
H. Willingham, pres. 
Agency: Noble-Dury & Assoc., Nashville, 
Tenn., Albert Noble, ae. 

Bell Bros. Shoes Div., 8th Ave. N., Nash- 
ville 3. Stan Stratton, adv sup. 
Agency: Savage-Stanford-Hamilton & Kerr, 
Nashville, Robert Manning, ae. Spot $10,- 
000. 

Flagg Bros. Div., 8th Ave. N., Nashville 
3. Bill Maclay, adv sup. 
Agency: Savage-Stanford-Hamilton & Kerr, 
Nashville, John Savage, ae. Spot $110,000. 
Genesee Brewing Co., Inc. 
100 National, Rochester 5, N. Y. James P. 
Duffy, sec & adv m. 
Agency: McCann—Marschalk, NYC 
A. A. Sommer, ae. Spot $229,210 (com- 
pany), $34,250 (distributors). 
Gerber Products Co. 
Fremont, Mich. Kenneth Baker, dir adv. 
Agency: D'Arcy, NYC 22, Kenneth Plumb, 
ae, Spot $125,400. 
Giant Food Stores 
436 N. Sixth St., Scranton, Pa. Ted Raub 
(wpau-Tv copy, 1000 Wyoming Ave., Scran- 
ton, Pa.) 
Agency: A & R Industries, Jack Nedell, 
ae. Spot $188,310. 
James G. Gill Co., Inc. 
Norfolk 17, Va. 
Agency: Cargill, Wilson & Acree, Rich- 
mond, Va. Edward Acree, ae. Spot $140,- 
010. 
Gillette Co. 
Gillette Park, Boston 6. A. Craig Smith, 


99 
oe, 





vp, adv, Albert S. Leonard, asst adv m— | 
safety-razor div. 
Agency: Maxon, Detroit, (razors, blades, ( 


shaving cream), Lou R. Maxon, M. F. 
Mahoney, aes. Spot $9,730. 

Gillette Labs. Div. Merchandise Mart, Chi- 
cago 54. S. N. Schell, adv & brand prom 
m. Spot $4,031,050. 

Gilmar Record Co. 

Agency: Gilbert, Van Nuys, Calif., Martin 
Giibert, ae. Spot $381,600. 

M. K. Goetz Brewing Co. 

601 Albermarle, St. Joseph 1, Mo. R. Jor- 
nayvaz, adv m. 

Agency: J. W. Shaw, Chi., (Country Club 
Malt Liquor, Goetz Beer). Spot $391,960 
(company), $152,730 (distributors). 
Gold Medal Candy Corp. 

2856 W. 8th St., Brooklyn 24, N. Y. Tico 
Bonomo, dir adv. 

Agency: MW&S, NYC 22, Les Dunier ae. 
Spot $301,500. 





Golden Grain Macaroni Co. | 
1111 139th Ave., San Leandro, Cal. 
Agency: McCann-Erickson, San Francisco. \ 


Spot $207,610. 

Golden Press, Inc. 

630 Fifth Ave., NYC 20. Len Forman, dir 
adv sls prom & pr. 

Agencies: Sussman & Sugar, NYC (print) 
Mel Fauer, ae. Schwab, Beatty & Porter, 
NYC, (print) Frank Weilns, ae. Wexton, 
NYC. Spot $1,296,800. 


















WeeReBel Hits The Rating 
BULLS-EYE 









WeeReBel A 
Sharp-shootin’ 
SCORES: 


March 61 NSI 


% 5 Top Once-Per-Week Shows 
% 6 of Top 10 Once-Per-Week Shows 
% 18 Top Multi-Weekly Shows 

% 19 of Top 20 Multi-Weekly Shows 


March ’61 ARB 


% 5 Top Once-Per-Week Shows 
% 7 of the Top 10 Once-Per-Week Shows 
% 12 Top Multi-Weekly Shows 
% 18 of the Top 20 Multi-Weekly Shows 

























WeeReBel HITS YOUR MARKet IN GEORGIABAMA 


ARB shows that WRBL-TV covers 75 counties in the South’s Heartland 
with 357,300 TV homes. This is Georgiabama, a large and growing area 
that demands a place in any marketing strategy to sell the South. What’s 
more, ARB shows that Columbus sets-in-use have increased a whopping 
25.6% since March ’60! 


WHEN YOU AIM FOR SALES IN GEORGIABAMA, 
USE THE MEDIUM THAT HITS THE BULLS-EYE 


COLUMBUS, GEORGIA 
fotV "4 
Channel i. WeeReBel 
COLUMBUS, GEORGIA 


Represented by The Home of 
GEORGE P. HOLLINGBERY COMPANY FORT BENNING 
Affiliated with WRBL AM and FM 
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Fauer, ae. Schwab, Beatty & Porter, NYC, 

Frank Weilns, ae. Wexton, NYC. Spot $1,- 

Gordon Baking Co. 

2303 E. Vernor, Detroit 7. G. P. Kemnitz, 

chg adv. 

Agency: N. W. Ayer, NYC. 

B. F. Goodrich Co. 

500 S. Main, Akron 18. John B. Hunter 

Jr., dir adv; Harold J. McCormick, adv 

m—B. F. Goodrich Tire Co.; W. F. Gar- 

low, B. F. Goodrich Footwear & Flooring, 

Watertown 72, Mass. 

Agencies: BBDO, NYC 17, (passenger car 

tires). Griswold Eshleman, Cleveland (in- 

dustrial prds, truck & farm tires & acces- 

sories). FC&B, Chi., (footwear & flooring). 

Spot $272,750. 

Grand Union Co. 

100 Broadway, E. Paterson, N. J. 

Agency: KHCC&A, NYC 22. Spot $106,080. 

Great A & P Tea Co. 

420 Lexington Ave., NYC 17. 

Agency: Gardner, NYC. Spot $1,631,390. 

Great Northern Railway Co. 

175 E. 4th St, St. Paul 1. C. W. Moore, 

exec asst, pub rel & adv. 

Agency: Forney, Minneapolis, E. E. Forsiin, 

ae. Spot $175,000. 

Grocery Store Products Co. 

West Chester, Pa. F. B. Rhodes, vp chg ad 

& mdsg. 

Agencies: Frank, Chi., (Foulds macaroni). 

Bates, NYC 19. C&W, LA, (Kitchen Bou- 

quet, Cream of Rice, B&B mushrooms). 

Spot $782,580. 

Gulf American Land Corp. (For- 
merly Gulf Guarantee Land Co.) 

557 N. E. 81st St., Miami 38, Fla. Charles 

Roberts, adv m. 

Agencies: Venze, Baltimore. Bishopric, 

Green, Feldem, Miami. Spot $100,000. 


Gulf Oil Cerp. 

Gulf Bldg., Houston, Tex. B. W. S. Dodge, 
dir adv & sls prom; J. L. Hanna, med m. 
Agency: Y&R, NYC 17, T. W. Clark, ae. 
Spot $228,690. 

Gulton Industries 

Metuchen, N. J. S. Redish, adv m & sls 
prom m. 

Agencies: Marsteller, Richard, Gebhardt 
& Reed, NYC, Robert March, ae. W. B. 
Doner & Co., NYC. Spot $119,360. 


Hagan Chemicals & Control, Inc. 
Hagan Center, Route 60, Campbell Run, 
Pittsburgh 30. Robert P. Newcomer, ad 
m. 

Agency: KM&G, Pittsburgh, Richard Web- 
er, ae. Spot $223,470. 


Spot $254,930. 


Theo. Hamm Brewing Co. 

720 Payne Ave., St. Paul 1. Charles T. 
Adams, dir adv; Terrence O'Brian, adv 
sup (Eastern & Western Div). 

Agency: Campbell-Mithum, Minneapolis, 
Robert Pile, Jack Gustafson, David Guth- 
ridge, Palmer Packard, aes. Spot $2,360,- 
690 (company), $71,840 (distributors). 
Hammer Beverage Co. (Bottlers) 
7 Fountain St., Brooklyn, N. Y. David 
Rascoss, pres chg adv. 

Agency: Greenfield, NYC 18. Spot $112,- 
130. 


Peter Hand Brewery Co. 
1000 W. North Ave., Chicago 22. Thierry 
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McCormick, adv m. 

Agency: BBDO, Chi., Gerry Gazlay, ae. 
Spot $145,070. 

A. S. Harrison Co. 

Seuth Norwalk, Conn. 

Agency: Hoyt, NYC 17, A. W. Fargo Jr., 
R. M. Anrig, aes. Spot $137,700. 
Hassenfield Bros., Inc. 
Broad St., Central Falls, R. I. 
Hassenfield, adv m. 

Agency: Grey, NYC 22, Spot $172,580. 
George W. Helme 

4 Maple St., Helmetta, N. J. C. K. Lan- 
phere, adv m. 

Agency: KHCC&A Inc., NYC 
$349,490. 

G. Heilman Brewing Co. 
1027 S. Third, La Crosse, Wis. Earle Al- 
bright, adv m. 

Agency: McCann-Erickson, Chi., 
Carlin, ae. Spot $98,850. 

Henry Heide, Inc. 

313 Hudson St., NYC 13. 
Agency: Fuller & Smith & Ross, NYC 19. 
Spot $150,000. 

Hertz Corp. 

660 Madison Ave., NYC 22. Andrew S. 
Gantner, adv m & sls prom; John A. Doug- 
las, asst adv m. 

Agency: NC&K. Spot $1,811,910. 
Heublein, Inc. 

330 New Park Ave., Hartford, Conn. Ed- 
ward G. Gerbie, vp adv; Frank C. Mar- 
shall, adv m: Norman A. Young, asst adt 
m. 

Agency: FRC&H, NYC 19, John M. Van 
Horson, ae. Spot $758,475. 

Hills Bros. Coffee, Inc. 

2 Harrison St., San Francisco 19, T. C. 
Wilson, vp, dir adv. 

Agency: Ayer, San Francisco. Spot $1,- 
706,010. 

Holsum Baking /Bakeries 

Agency: QBA, NYC. Spot $1,128,830. 
Hood Chemical Co. 

80 Rittenhouse Pl., Ardmore, Pa. J. H. 
Rosfeld, adv m. 

Agency: W. B. Doner, Phila. Spot $122,- 
870. 

H. P. Hood & Sons, Inc. 

500 Rutherford Ave., Boston 2. Paul B. 
Eaton, adv m. 

Agency: K&E, Boston. Spot $197,810. 
Hoover Co. 

North Canton, Ohio. Wilbur C. Jones, adv 
m. 

Agency: Burnett, Chi. 1, 
ae. Spot $22,670. 


Household Finance Corp. 

Prudential Bldg., Chicago 1. Alfred G. 
Waach, dir adv. 

Agency: NL&B, Chi., Harry Kinzie, ae. 
Spot $630,070. 


Hubley Co. 

200 Fifth Ave., NYC. 

Agency: DDB, NYC, Herb Hahn, ae. Spot 
$181,970. 


Hudepoh! Brewing Co. 

40 E. McMichen Ave., Cincinnati 10. 
Agency: Stockton, West & Burkhardt, Cin- 
cinnati. Spot $135,720. 

Hudson Pulp & Paper Corp. 

477 Madison Ave., NYC 22. E. B. Allen, 
mkt m. Spot $1,264,450. 


Merrill 


22. Spot 


Tobin 


Donald Jensen, 





Hulman & Company 

900 Wabash Ave., Terre Haute, Ind. Anton 
Hulman Jr., pres; Willard C. Kayser, sls 
m,. 

Agency: Pollyea, Terre Haute. Spot $166,- 
980. 


Hunt Foods & Industries, Inc. 

1747 W. Commonwealth Ave., Fullerton, 
Calif. Fritz Ohliger, adv m; Robert Glick- 
man, med m. 

Agency: Y&R, LA, James Armstrong, a 
sup. Spot $6,530,630. 


Hytex Chemical Co. 
598 Tuckahoe Rd., Yonkers, N. Y. M. 
Adelman, adv sup. Spot $125,260. 


IXL Food Co. 

1314 First Ave., San Leandro, Calif. 
Agency: Compton, San Francisco. Spot 
$237,010. 


Ideal Toy Corp. 

200 Fifth Ave., NYC 10. Melvin Helitzer, 
dir adv & pub rel. 

Agency: Grey, NYC, William Overend, ae. 
Spot $618,760. 


Illinois Bell Telephone Co. 

212 W. Washington, Chicago 6. William 
Stern, adv m. 

Agency: Ayer, Chi. Spot $174,770. 


Imperial Sugar Co. 

Sugar Land, Tex. 

Agency: Tracy-Locke, Dallas, Morris Hite, 
ae. Spot $223,220. 


independent Grocers Alliance of 
Ameriea 

131 S. Wabash Ave., Chicago 3. O. W. 

Johler, vp adv & mktg. 

Agency: Florey, Chi, Spot $309,250. 


International Breweries 
Jefferson & Clinton Sts., Findlay, Ohio. 
Agency: Marcus, Cleveland. Spot $422,130. 


International Harvester Co., Farm 
Equipment Div. 

180 N. Michigan Ave., Chicago. 

Agencies: AFM&H, Chi.; McCann-Erick- 

son, Chi., R. Dunwoody, ae: Y&R, Chi., 

Richard Gaven, ae. Spot $239,180 (com- 

pany) $80,310 (dealers). 

International Latex Corp. 

350 Fifth Ave., NYC 1. David Ketner, vp 

chg adv; Phil Katzev, adv m—pharma- 

ceuticals; E, J. Tucci, tv adv m—Playtex 


prds. 
Agencies: Reach, McClinton, NYC 22, 
Bernard Lewy, Edward Haggerty, aes; 


Bates, NYC 19, Charles Hirth Jr., William 
Ennis, aes; Baker, NYC 19, Charles Ben- 
nett, ae; Brown & Butcher, NYC 20, Ralph 
Tassanari, ae. Spot $5,591,010. 


International Milling Co. 

1200 Investors Bldg., Minneapolis 2. R. E. 
Thompson, adv m. 

Agencies: Wade, Chi.; Wesley Day & Co., 
Des Moines, N. C. Wolf, ae. Spot $956,920. 
International Shoe Co. 

1509 Washington Ave., St. Louis 66. A. L. 
Johnson, dir adv; C. A. Mueller, asst dir 
adv; A. A. Brand, sls prom m. 

Agency: Krupnick, St. Louis, Ron Smillie, 
Ray Armbruster, aes. Spot $971,440. 
Interstate Bakeries Corp. 

12 E. Armour Blvd., Kansas City 11, Mo. 
E. B. Hueter, vp & adv m; Dick Brennen- 
kant, Jack Adams, asst adv dirs. 
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Agencies: Potts-Woodbury, Kansas City 
(Butternut Bread); H.C.H., LA (Log 
Cabin Bread); H.C.H., San Francisco 
(Blue Seal Bread); D.-F-S, San Francisco 
(Denver & Cincinnati). Spot $1,020,930. 
Jack’s Cookie Co. 

P. O. Box 4006, Charlotte. G. Don David- 
son Jr., vp mktg. 

Agency: D'Arcy, Atlanta, Cal Voorhis, ae. 
Spot $198,470. 

Jackson Brewing Co. 

620 Decatur, New Orleans 7. Robert J. 
Fabacher, vp & adv m. 

Agency: DCS&S, New Orleans, Don H. 
Quinn, ae. Spot $890,270 (company), $160,- 
250 (distributor). 


Jenney Mfg. Co. 

250 Boylston, Chestnut Hill 67, Mass. 
Agency: Griswold Eshleman, Cleveland, 
William Weaver, ae. Spot $221,440. 


Andrew Jergens Co. 

2535 Spring Grove, Cincinnati 14. William 
Hausberg, vp chg adv. 

Agency: C&W, NYC 16, F. Stanley New- 
bery Jr., ae. Spot $2,450,000. 


Jewel Tea Co., Inc. 

Melrose Park, Ill. F. Sikorski, adv m—route 
dept; J. Klinge, sls prom m & adv m— 
stores dept. 

Agency: Earle Ludgin, Chi. Spot $219,410. 


Johnson & Johnson 

George & Hamilton Sts., New Brunswick, 
N. J., J. E. Burke, vp chg mdsg & adv; I. A. 
Quackenboss, prd group dir—baby prds: 
R. J. Shaw, prd group dir—Band Aid; R. 
G. Schoel, R. B. Thompson, R. H. John- 
son, prd dirs—baby prds; H. L. Farlow, 
prd dir—Band Aid. 

Agency: Y&R, NYC 17. Spot $607,230. 


S. C. Johnson & Son, Inc. 

1525 Howe, Racine, Wis. Douglas L. Smith, 
adv & mdsg dir.; J. B. Haperman, med m; 
R. H. Diehl, H. D. Wakefield, L. R. Peter- 
son, R. E. Dobson, J. B. Rasmussen, W. M. 
Belan, prd ms. 

Agencies: NL&B, Chi., (Glo-Coat, Pride, 
Stride & shoe polish), Daniel E. Welch, 
a sup; FC&B, Chi., (automotive prds, 
Klear Floor Wax, Raid), G. W. Belsey Jr., 
a sup; B&B, NYC 19, (Johnson Elec. 
Polisher-Scrubber, Jubilee, Glade, Pledge, 
Beautiflor liquid wax & paste wax), F. W. 
Lanigan, a sup. Spot $2,813,160. 


Howard Johnson’s 

Wollaston 70, Mass.; 45 Rockefeller Plaza 
NYC. 

Agency: Ayer, NYC 20. Spot $635,310. 
E. Kahn’s Sons Co. 

3241 Spring Grove Ave., Cincinnati 25. J. 
Arthur Silberhorn, vp mktg. 

Agencies: Associated, Cincinnati, Dwight 
Mitchell, ae; Goulder, Cleveland, R. Gould- 
er, ae. Spot $136,630. 


Kayser-Roth Hosiery Co. 

200 Madison Ave., NYC 16, Basil Thomsen, 
adv & sls prom dir—Esquire div; Murray 
Rudomin, adv & sls prom dir—Fruit of the 
Loom and unbranded divs. 

Agency: Daniel & Charles, NYC. Spot 
$883,600. 


The Kiwi Polish Co., Pty. Ltd. 
Pottstown, Pa. 

Agency: Cohen & Aleshire, NYC, H. B. 
Cohen Jr., ae. Spot $114,520. 





Knox Gelatine Co., Inc. 

13 Knox Ave., Johnstown, N. Y. 

Agency: Hoyt, NYC 17, E. W. Hoyt, ae. 
Spot $197,960. 

Koester’s Bakery 

650 Lexington St., Baltimore. 

Agency: Jones, Carroll Jones, ae. Spot 
$109,520. 

Kroger Co. 

1014 Vine St., Cincinnati 1. R. W. Godley, 
vp adv; W. J. Sanning, m adv. 

Agency: Campbell-Mithun, Chicago, Min- 
neapolis. Spot $2,000,000. 

Kellogg Co. 

235 Porter, Battle Creek, Mich. Ralph P. 
Olmstead, vp chg adv: Harold M. List, vp 
& adv m—Kellogg sls; D. F. Brown, A. J. 
Finley, W. M. Pierce, T. E. Tinsley, assts 
to adv m. 

Agency: Burnett, Chi., Roy S. Lang, vp & 
ae. Spot $5,795,390. 

Kenner Products, Inc. 

912 Sycamore St., Cincinnati. Robert L. 
Steiner, vp & dir adv. 

Agency: Sive, Cincinnati, Robert Grannen, 
ae. Spot $610,000. 

Kilpatrick’s Bakeries, Inc. 

1312 E. 8th St., Oakland, Cal. Harold Kil- 
patrick, adv sup. 

Agency: Reinhardt, Oakland, Finil Rein- 
hardt, ae. Spot $210,640. 

G. R. Kinney Corp. 

221 Park Ave., NYC 3. C. J. Hannon, adi 
& sls prom m. 

Agencies: Sawdon, NYC 22; Chirurg & 
Cairns, NYC 22. Spot $386,930. 


Kitchens of Sara Lee 

5353 Elston Ave., Chicago 30. Kenneth A. 
Harris, adv dir. 

Agency: C&W, Kenneth Mason, a sup; 
Gilbert Banks, ae. Spot $250,000. 


Kwik-Chek Stores 

P. O. Drawer B, Jacksonville, Fla. D. M. 
McCormick, adv mgr. 

Agency: Miami Ad Serv., Miami; Ray 
Kennedy, ae. Spot $105,740. 


John Labatt, Ltd. 

London, Ont., Canada. 

Agencies: Ellis, Buffalo, Maxwell Ellis, ae; 
Stanfield, Johnson & Hill, Toronto: JWT, 
Montreal. Spot $204,400. 


Lamour Hair Products, Inc. 
1513 Olmstead Ave., NYC 22. 
Agency: Rader, NYC 19. Spot $140,020. 


Landers, Frary & Clark 

Center St., New Britain, Conn. U. Sykes 
Mozneck, dir adv & prod prom. 

Agency: Parkson, NYC. Spot $186,710. 


Langendorf United Bakeries, Inc. 
1160 McAllister, San Francisco 15, Nor- 
man E. Mork, adv m. 

Agencies: Y&R, San Francisco (Langen- 
dorf Div., Holsum Div.), James McManus, 
ae. Atherton Mogge Privett, Inc. LA (Bar- 
bara Ann), T. Scholts, ae, Lennen & New- 
ell, San Francisco (Butter Nut Div. & 
Hollywood Bread Div.), Stan Colberson, 
ae, Spot $862,950. 


Lanolin Plus, Inc. 

37 Empire St., Newark 12, N. J. Joseph 
Chira, div adv. 

Agencies: C. J. LaRoche & Co., Inc., NYC; 
Daniel & Charles, Inc.,. NYC. Spot $3,047,- 
290. 





Lanvin Parfums, Inc. 
767 Fifth Ave., NYC 22. E. L. Cournand, 
p. sup adv. 

Agency: North Adv., Inc., NYC. Spot 
$907,800. 

V. LaRosa & Sons, Inc. 

473 Kent Ave., Brooklyn 11, N. Y. Vincent 
S. LaRosa, adv m. 

Agency: Hicks & Greist, NYC 17. Spot 
$696,730. 

La Touraine Coffee Co. 

291 Atlantic Ave., Boston 10. A. E. Peter 
son, adv & sls m. 

Agency: Hoag & Provandie, Boston, Bill 
Washburn, ae. Spot $183,860. 

H. W. Lay & Co., Inc. 

4950 Peachtree Indl. Blvd., Chamblee, Ga. 
Lymon Hall, vp mktg. 

Agency: LNB&L, Atlanta, C. K. Liller, Paul 
Patterson, aes. Spot $137,690. 

Lehn & Fink Products Corp. 

445 Park Ave., NYC 22. Joseph A. Moran, 
adv m spm—Int Oper Div; Robert Walker, 
adv m—Dorothy Gray; Robert Muecke, 
adv m Tussy Div. 

Agencies: McCann-Erickson, Inc. (Doro- 
thy Gray): Y&R (Tussy & Int. Adv); 
Geyer, Morey, Madden & Ballard (Medi 
Quik, First Aid Spray, Lysol, Etiquet De- 
odorant); Robert E. Wilson Inc. (Prof. 
Prod. Div.): Ted Bates (Stri-Dex Hinds 
Honey & Almond Cream, Lysette & Young 
Look Cos.) All NYC. Spot $370,270. 


Leonard Refineries 

Alma, Mich. Fred R. Bentley, adv dept. 
Agency: Aves, Grand Rapids, Wesley Aves, 
ae. Spot $135,890. 


Lestoil Products, Inc. 

51 Garfield, Holyoke, Mass. 

Agency: Sackel-Jackson, Boston, Donald 
Heath, ae. Spot $9,961,120. 


Lever Bros. 

390 Park Ave., NYC 22. Samuel Thurm, 
adv vp; Howard Eaton, med dir; Ernest 
Whitney, D. F. Bland, Otto Ritzmann, J. 
G. Gammel, J. R. Edmiston, W. H. Scully, 
J. R. Larson, J. L. Parker, T. L. Harmon, 
R. E. McGhee, J. R. Cross, D. W. Buck- 
ley, A. C. Hoffman, L. D. Benedict, Toby 
Schreiber, J J. Kelley, R. A. Wright, prd 
ms—soaps and detergents: C. M. Brink, 
R. H. MacLachlan, O. Burns, J. J. Riley, 
Patrick T. Connolly, prds ms—food div. 
Agencies: JWT, NYC 17, (Lux, Hum, Re- 
ward Liquid, Air-Wick), K&E, NYC 17, 
(Praise, Handy Andy, Spry & Liquid Spry), 
BBDO, NYC 17, (Surf, Gayla, Wisk, Nifty, 
Oratabs, Swan Liquid), SSC&B, NYC 22, 
(Silver Dust, Breeze, Lifebuoy, Rinso Blue, 
Rinso soap, All), OB&M, NYC 17, (Good 
Luck Margarine, Lucky Whip, Vim), E. 
Stowell, ae; FC&B, NYC 17, (Imperial mar- 
garine). Spot $16,535,560. 


Lewis Food Co. 

817 E. 18th St., LA 21. D. B. Lewis, p & 
adv m. 

Agency: Rockett-Lauritzen, LA, Don Lau- 
ritzen, ae. Spot $547,160. 


Lewis Howe Co. 

319 S. Fourth St., St. Louis 2. James H. 
Howe III, pres; L. Mabry, adv m. 
Agencies: McCann-Erickson, Chicago, Tor- 
onto; Macfarland Aveyard & Co., Chicago. 
Spot $243,310. 


Liebmann Breweries, Inc. 
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36 Forrest, Brooklyn 6. N. Y. William L. 

Dye, adv m. 

Agency. FC&B, NYC 17, Frank Delano, ae. 

Spot $517,050. 

Liggett & Myers Tobacco Co., Inc. 

630 Fifth Ave.. NYC 20. Lawrence W. 

Bruff, adv dir. 

Agencies: JWT, NYC 17, (Chesterfield, 

Duke, Oasis), John Monsarrat, a sup; 

D-F-S, NYC 17, (L & M), Clifford L. 

Fitzgerald, a sup. Spot $1,542,980. 

Lion, Inc. (Gibbons Brewery) 

700 N. Pennsylvania Ave., Wilkes-Barre. 

James Swartz, adv m. 

Agency: Gann, Scranton. Spot $120,320. 

Lionel Corporation 

15 E. 26th St.. NYC 10. Jacques Zuccaire, 

dir pr adv spm. 

Agencies: Grey, NYC, (Consumer) ; Smith, 

Winters, Mabuchi, NYC, (Electronics Adv. 

on Lionel Div., Anton Div., Telerad Div. & 

Intercontinental Div.) Spot $450,000. 

Little Crow Milling Co. 

Warsaw, Ind. R. D. Maish, adv m. 

Agency: Edward H. Weiss, Chicago. Spot 

$171,740. 

Lone Star Brewing Co. 

542 Simpson, San Antonio 6. Robert O. 

Holleron, adv dir. 

Agency: Glenn, Dallas, Ward M. Wilcox, 

ae. Spot $480,000. 

Lone Star Gas Co. 

310 S. Harwood, Dallas 1. Neal Hall, adi 

dir. 

Agency: BBDO, Dallas, John McEntee, ae. 

Spot $250,000. 

P. Lorillard Co. 

200 E. 42nd St., NYC 17. Daniel Ladd, ad1 

m; Richard Kieling, dir mkt research; Ar- 

thur Freitag, adv analyst. 

Agencies: Grey; L&N, NYC. Spot $8,431,- 

630. 

Louisiana State Rice Milling Co., 
Inc. 

Abbeville, La. Charles R. Godchaux, vp adv. 

Agency: Fitzgerald, New Orleans, Warren 

Posey, ae. Spot $191,680. 

Loew’s Hotels, Inc. 

1540 Broadway, NYC 36. Ernest Emerling, 

adv m, James Shanahan, dir pub. 

Agency: Koehl, Landis & Landon, NYC, 

Abby Landis, ae. Spot $291,060. 

Joe Lowe Corp. 

601 W. 26th St. NYC 1. Max Liebmann, 

adv m. 

Agency: Gardner, NYC, M. A. Umans, ae; 

Mid American, Parkersburg, W. Va. Spot 

$145,570. 

Lucky Lager Brewing Co. 

2601 Newhall, San Francisco 19. Roy W. 

Westly, pres. 

Agency: McCann-Erickson, San Francisco, 

Burton C. Granicher, ae. Spot $21,970. 

MFA Mutual Insurance Co. 

1505 W. Broadway, Columbia, Mo. Judd 

Wyatt, dir adv. Spot $175,860. 


M. J. B. Co. 

665 Third St., San Francisco 7. Paul H. 
Beuter, adv m. 

Agency: BBDO, San Francisco. Spot $1,- 
190,730. 


R. H. Macy & Co., Inc. 

151 W. 34th St. NYC 1. Chas Vercelli, 
adv mus m; Morris Rosenblum, creative 
dir. Spot $270,910. 
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Maidenform, Inc. 

200 Madison Ave., NYC 16, Edward Kan- 

trowitz, adv m. 

Agency: NC&K, NYC 22, Gerald Shapiro, 

ae. Spot $516,050. 

Malt-O-Meal Co. 

1212 Foshay Tower, Minneapolis 2. Ruth 

A. Otis, adv m. 

Agency: Campbell-Mithun, Minneapolis, F. 

Blake Cox, ae. Spot $434,820. 

Mars, Incorporated 

2019 N. Oak Park Ave., Chicago 35, N. 

Vance, jr vp mktg dir, J. K. DeLapp, asst 

mktg dir. 

Agency: NL&B, Chicago, John Nagel, ae: 

Karl Eller, a sup. Spot $433,430. 

Jordan Marsh Co. 

450 Washington, Boston 7. 

Lawrence, adv m. 

Agency: Frank, Boston, Ruby Newman, ae. 

Spot $160,500. 

Martinson’s Coffee, Div. Beech- 
Nut Life Savers, Inc. 

190 Franklin, NYC 13. 

Agency: Grey, NYC. Spot $521,390. 

Maytag Co. 

Newton, Iowa. Ralph Nunn, a sup. 

Agency: Burnett, Chi., Charles Jones, ae. 

Spot $645,256 (company), $61,970 (deal- 

ers). 

Louis Marx Co. 

200 Fifth Ave., NYC 10. Charles D. Marx, 

adv m. 

Agency: Bates, NYC, S. J. Radzwiller, ae. 

Spot $483,990. 

Mattel, Inc. 

5051 Rosecrans Ave., Hawthorne, Calif. 

Elliot Handler, pres. 

Agency: Carson/Roberts, LA, Cy Schnei- 

der, ae. Spot $198,580. 

Maybelline Co. 

5900 Ridge Ave., Chicago 26. Mary Ann 

Anderson, adv m. 

Agency: Post & Morr, Chi. Spot $2,232,000. 

Oscar Mayer & Co. 

1241 N. Sedgwick, Chicago 10. Carl G. 

Mayer, vp chg adv—Madison, Wis: William 

B. Walrath Jr., adv m—Madison, Wis. 

Agencies: JWT, Chi., Arthur Towell, Madi- 

son. Spot $926,820. 

Mrs. Paul’s Kitchens, Div E. J. 
McAleer & Co., Inc. 

5830 Henry Ave., Philadelphia 28. 

Agency: Aitkin-Kynett, Philadelphia, H. B. 

Montgomery, ae. Spot $476,980. 

McCall Corp. 

230 Park Ave., NYC 17. Stanley Frankel, 

vp. 

Agency: Grey, NYC. Spot $126,380. 

McCormick & Co., Inc. 

McCormick Bldg., Baltimere 2. Charles F. 

Mattern, adv m. 

Agency: L&N, NYC 17, Winston Butz, ae. 

Spot $282,500. 

Sam McDaniel & Sons, Inc. 

Bedford, Va. 

Agency. Cargill, Wilson & Acree, Rich- 

mond. Edward Acree, ae. Spot $133,000. 

McKesson & Robbins, Inc. 

Grasmere Ave., Bridgeport 9. Donald C. 

Berry, vp chg adv, 155 E. 44th St., NYC 36. 

Agency: D-F-S, NYC 17. Spot $196,360. 


Mead’s Bakery, Inc. 
Wichita Falls, Tex. Ted Weber, adv m. 


Ellsworth B. 


Agency: Hughes, B. J. Hughes, ae. Spot 
$104,120. 

Megs Macaroni Co. 

Harrisburg, Pa. 

Agency: Weightman, Philadelphia, S. A. 
Tannenbaum, ae. Spot $117,950. 
Melinor Industries, Inc. 

Moonachie, N. J. 

Agency: Smith/Greenland, NYC, Martin 
L. Smith, ae. Spot $238,380. 

Melville Shoe Corp. 
25 W. 43rd, NYC 36, 
Agencies: DDB, NYC; 
Spot $124,310. 
Mennen Co. 

Hanover Ave., Morristown, N. J. William 
G. Mennen Jr., vp adv; C. G. Trundle, prd 
m—baby line; F. T. Kelly, W. J. Brod- 
beck, prd ms—men’s line. 

Agencies: Grey, NYC, (baby line, electric 
pre-shave lotion. Sof Stroke, Brake Deo- 
dorant & Steri-Spray Aerosol Antiseptic 
and all tv adv); Warwick & Legler, NYC. 
(Skin Bracer, Men’s toiletries, tales) ; Tat- 
ham-Laird, NYC, (Afta Shave Lotion, 
Quinsana, Speed Stick & Athlecin). Spot 
$2,069,180. 

Metz Brewing Co. 

210 Hickory, Omaha 8. Francis M. Curran, 
adv m. Spot $108,630. 

Michigan Bell Telephone Co. 

1214 Griswold, Detroit 26. Roger Walker 
Jr., A. E. Pond, adv ms. 

Agency: Ayer, Detroit. Spot $225,190. 
Midas, Inc. 

4101 W. 42nd PI., 
Sherman, pres. 
Avency: Edward H. Weiss, Chicago, Ben L. 
Kahn, ae. Spot $210,260. 

Midland Pharmacal Corp. 

45 W. 45th St., NYC 36. 

Agency: Street & Finney, NYC 36. Spot 
$139,630. 

Miles Laboratories, Inc. 
1127 Myrtle, Elkhart, Ind. P. L. 
vp chg U. S. sls & adv. 

Agencies: Wade, Chi., Hal H. Thurber, ae: 
Wade, LA (Miles Calif. Co.), Paul Mce- 
Clure, ae. Spot $8,132,990. 

Milk Foundation, Inc. 

28 E. Huron, Chicago 11. F. E. Seyfried, 
exec dir. 

Agency: McCann-Erickson, Chi. Spot $144,- 
780. 

Miller Brewing Co. 

4000 W. State, Milwaukee 1, Wis. Edward 
G. Ball, dir adv & sls prom: Jack A. 
Swedish, nat adv m: Oscar R. Boock, asst 
adv m. 


LaRoche, NYC. 


Chicago 32. Gordon 


Shupert, 


Mathisson, Milwaukee, C. A. 
Mathisson, ae. Spot $1,350,100 (company), 
$142,090 (distributors). 


Miller’s Super Markets 

4120 Brighton Blvd., Denver, Ralph Di- 
Cideo, adv sup. 

Agency: Marshall Robertson, 
Robertson, ae. Spot $207,570. 


Agency: 


Marshall 


Minneapolis Brewing Co. 

1215 Marshall, N.E., Minneapolis. Luke L. 
Laskow, adv m. 

Agency: Knox Reeves, Mineapolis. James 
G. Wynn, ae. Spot $247,460 (company), 
$38,520 (distributors). 


Minnesota Mining & Mfg. 
900 Bush Ave., St. Paul 6. 



























» Wylde cares 





REPRODUCTION COURTESY OF BRENTANO'S INC. 


uu WYLDE FILMS INC. 199 £ 24 ST NYC MU 95-1000 


July 24, 1961, Television Age 77 











Agency: MJ&A, Bloomheld Hills, Mich., R. 
Garrison, ae. Spot $1,350,430 (company), 
$22,830 (dealers). 

Minute Maid Co. 

Orlando, Fla. Walter A. Bonvie, adv dir. 
Agencies: Bates, NYC 19, (Minute Maid), 
William L. Musser, ae, D-F-S, NYC, (Hi-C 
fruit drinks), Raymond Ruffley, ae. KHC- 
C&A, NYC 22, (Snow Crop juices), Benson 
Bieley, ae. Spot $3,623,440. 

Mission Pak 

125 E. 33rd St., LA 11. Albert Waxenberg, 
adv sup. 

Agency: Pflaum, Beverly Hills, Stanley 
Pflaum, ae. Spot $214,120. 

Mister Softee, Inc. 

901 E. Clements Bridge Rd., Runnemede, 
N. J. George I. Haggerty, adv m. 
Agency: Gray & Rogers, Philadelphia, 
Frank Larkin, ae. Spot $126,850. 
Molson’s Brewery, Ltd. 

1555 Notre Dame St. E., West Montreal 24, 
Quebec, Can. J. P. Rogers, adv m—Que- 
bec; J. B. Pal, adv m—Toronto, Ont. 
Agency: Fay, Albany, N. Y., (U. S. adv). 
Spot $177,770. 

Monarch Wine Co., Inc. 

4500 Second Ave., Brooklyn 32. 

Nort Wyner, dir sls & adv. 

Agency: Grant, NYC. Spot $1,000,000. 
Monsanto Chemical Co. 

800 N. Lindbergh Blvd., St. Louis 66. 
Agencies: Gardner, St. Louis; French, St. 


Louis. NL&B, NYC. Spot $102,150. 


Montgomery Ward & Co. 

618 W. Chicago Ave., Chicago 7. W. T. 
Powers, retail sls prom m; J. A. Martin, 
med dir. Spot $404,250. 


Philip Morris, Inc. 

100 Park Ave., NYC 17. Roger M. Greene, 
vp adv; Perry Leary, brand m—Parliament ; 
Blake Henry, brand m—Philip Morris; 
Jack Landry, brand m—Marlboro; Alan 
Bick, brand m—Alpine. 

Agencies: Burnett, Chi. (Marlboro, May- 
field, Philip Morris, Alpine), Owen Smith, 
ae: B&B, NYC 19 (Parliament, Benson & 
Hedges), C. Blagden, ae. Spot $4,149,560. 


Morton House Kitchens, formerly 
Otoe Food Products Co. 

Nebraska City, Neb. D. H. Abbott, dir ad1 

& sls prom. 

Agency: Compton, Chicago. Stuart Doyle, 

ae. Spot $277,360. 


Mountain States Tel & Tel 
Telephone Bldg., Denver 2. S. J. Boulier, 
adv m. 

Agency: Rippey, Henderson, Bucknum, 
Denver, J. S. Holme, ae. Spot $110,000. 


Mrs. Baird’s Bakery, Inc. 

Box 417, Dallas 21, Tex. Joe James, vp & 
adv m. 

Agency: Tracy-Locke, Dallas, Ray David- 
son, ae. Spot $290,670. 


Mrs. Paul’s Kitchens (Div. E. J. 
McAleer & Co.) 

5830 Henry Ave., Philadelphia 28. 

Agency: Aitkin-Kynett, Philadelphia, H. B. 

Montgomery, ae. Spot $607,590. 


Cc. F. Mueller Co. 

180 Baldwin Ave., Jersey City 6, N. J. 
M. O'Rourke, adv m. 

Agency: DCS&S, NYC 36, Eugene Hul- 
shizer, ae. Spot $301,650. 
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Mystik Adhesive Products, Inc. 
2634 N. Kildar Ave., Chicago 39, Edwin 
F. Kusek, dir retail adv. 

Agency: Hartman, Chi., Rowland Laugh- 
lin, ae. Spot $147,690. 


Naliey’s, Inc. 

3410 S. Lawrence, Tacoma 1. R. T. Ross, 
adv m. 

Agency: Compton, San Francisco, Bud 
Paganucci, ae. Spot $157,560. 


Narragansett Brewing Co. 

Elmwood Sta., Providence 7, John W. 
Haley, vp & adv m. 

Agency: DCS&S, NYC, Robert Martineau, 
a sup; David Nylen, ae. Spot $675,000. 


Nash’s Coffee, Inc. 

1745 University Ave., St. Paul 4. A. A. 
Anderson, adv sup. 

Agency: Campbell-Mithun, Minneapolis, 
Manuel del Mercado, ae. Spot $210,950. 


National Assn. of Insurance 
Agents 

96 Fulton St., NYC 38. James R. Mathews, 

adv m & sls m; Joseph E. Vincent, chmn 

adv comm, 209 S, Main St., Bryan, Tex. 

Agency: Doremus & Co., NYC, Franklin 

E. Schaffer, ae. Spot $427,815. 


National Biscuit Co. 

425 Park Ave., NYC 22. Harry F. Schroe- 
ter, dir g adv dept; Craig S. Carragan, 
adv dir—biscuit div.; Jeffrey S. Milam, 
Robert G. Criar, John R. Maher, adv ms; 
William J. Hecker, adv m—spec prds div: 
John Mortimer, mktg m—bread div. 
Agencies: McCann-Erickson, NYC, (crack- 
ers, cookies, Millbrook bread, biscuits), 
A. J. Roby Jr., mgt serv dir; David M. 
Ricaud, adv dir; August Guckenberger, ae. 
K&E, NYC 17 (cereals, dog food), L. D. 
Griffith, a sup. Bates, NYC 19 (Dromedary 
prds.), R. S. Congdon, a sup. Spot $1,- 
321,330. 


National Brewing Co. 

3720 Dillon, Baltimore 24. H. E. Hudgins, 
dir adv. 

Agencies: W. B. Doner, Baltimore, Herb 
Fried, ae. W. B. Doner, Detroit. Spot 
$869,376. 


National Cranberry Association 
Main St., Hanson, Mass. H. Drew Flegal, 
dir adv & pr. 

Agency: BBDO, NYC, Charles Powell, ae. 
Spot $732,950. 


National Dairy Products Corp. 

260 Madison Avenue, NYC 16. 

Agencies: Ayer, NYC (Sealtest prds) ; 
JWT, Chi. (Kraft foods). Spot $1,212,650. 


National Federation of Coffee 
Growers of Columbia 

120 Wall St.. NYC 5. Andres Uribe, US 

Rep. 

Agency: DDB, NYC, L. L. Press, ae. Spot 

$604,880. 


National Food Stores 

1000 N. Crosby, Chi. 10. J. Chilcutt, ad: 
sup. 

Agency: Lilienfeld & Co., Chi., C. H. Lilien- 
feld, ae. Spot $295,340. 


National Lead Co. 

111 Broadway, NYC 6, T. Howard Sarine, 
adv m; Edward A. Olson, asst adv m. 
Agency: McCann-Marschalk, NYC, William 
Sansing, ae. Spot $186,380. 


National Life & Accident Ins. Co., 
Inc. 

National Bldg., Nashville 3, Tenn. Powell 

Stamper, adv m. 

Agency: Noble-Dury, Nashville, Jane Dow- 

den, media d. Spot $221,940 (Natl Life & 

Accident Ins.) , $140,000 (Natl Life Under- 

writers Ins.). 

National Tea Co. 

1000 N. Crosby, Chicago 10. Ira O. Shy, 

vp sls & mdsg. 

Agency: Lilienfeld, Chi., C. H. Lilienfeld, 

ae. Spot $315,340. 

Nationwide Insurance Co. 

246 N. High, Columbus 16, Ohio. George 

W. Campbell, adv dir. 

Agency: Ben Sackheim, NYC, Bill Pitts, 

ae. Spot $159,770. 

Nestle Co., Inc. 

White Plains, N. Y. R. C. Shropshire, vp 

mktg; Horace R. Barry, adv m & sls 

prom m. 

Agencies: McCann-Erickson, NYC (Nest- 

le’s Ever Ready cocoa, Quik, Chocolate 

bars, Semi Sweet Morsels, Cookie mix, 

Nestle’s instant coffee, Nestea, Decaf, 

Maggi’s bouillon cubes, “Zip” flavored 

syrup). Esty, NYC 17 (Nescafe Instant 

Coffee), G. Kaufman, ae. Spot $5,679,460. 

New England Confectionery Co. 

254 Massachusetts Ave., Cambridge 39, 

Mass. Richard M. Drown, adv m & sls 

prom m. 

Agency: K&E, Boston, Frank Christian, ae. 

Spot $409,010. 


New England Tel & Tel Co. 

185 Franklin, Boston 7. William B. Blake, 
adv m; Winfield A. Peterson Jr., adv sup. 
Agency: Harold Cabot, Boston, Robert 
Griffin, ae. Edward Chase, a sup. Spot 
$330,000. 


New York Telephone Co. 

140 West St... NYC 7. P. D. Taylor, asst 
vp adv. 

Agency: BBDO, NYC, W. Barry McCarthy, 
ae. Spot $357,820. 


J. J. Newberry Co. 

245 Fifth Ave., NYC. 

Agency: Cole, Fischer & Rogow, NYC, 
Art Fischer, ae. Spot $289,040. 


Nissen Baking Co. 
59 Washington Ave., Portland, Me. 
Agency: W. E. Long, Chi. Spot $102,580. 


North American Philips Co., Inc. 
100 E. 42nd St., NYC 17. H. E. Fry, adv m. 
Agency: C. J. LaRoche, NYC (Norelco 
electric-shaver div). Spot $1,258,750 (com- 
pany), $55,810 (distributors). 


Northam-Warren Corp. 

Stamford, Conn. Richard E. Marsh, adv m. 
Agencies: DCS&S, NYC (Cutex line); EI- 
lington, NYC (Peggy Sage prds, Odorono). 
Spot $163,060. 


Northeast Airlines, Inc. 

General Offices, Logan International Air- 
port, Boston 28. Joel S. Daniels Jr., asst 
vp adv & prom. 

Agency: JWT, NYC, William A. Smith, ae. 
Spot $240,000. 


Northern Pacific Railway Co. 

5th & Jackson, St. Paul 1, L. L. Perrin, 
adv m. 

Agency: BBDO, Minneapolis, Bill Reker, 
ae. Spot $126,910. 
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Northern States Power Co. 
15 S. Fifth, Minneapolis 2. Richard D. 
Furber, dir adv & pub info; Lawrence J. 
Donley, adv m. 

Agency: Campbell-Mithun, Minneapolis, 
Kenneth D. Ruble, ae. Spot $165,370. 
Northwest Orient Airlines 

1885 University Ave., St. Paul 1. Russell 
E. Kruse, dir adv. 

Agency: Campbell-Mithun, Minneapolis, 
Ralph Campbell, ae. Spot $110,000. 
Norwich Pharmacal Co. 

Eaton Ave., Norwich, N. Y. John Alden, 
vp adv. 

Agencies: B&B, NYC (consumer prds), 
H. G. Stender, ae. Cohen & Aleshire, NYC 
(Nebs, Zemacol), Francis X. Brady, ae. 
Spot $2,619,030. 

Noxzema Chemical Co. 

32nd & Falls Cliff Rd. Baltimore 11. 
H. W. Grathwohl, vp adv. 

Agencies: SSC&B, NYC, Mrs. Mary Ayres, 
ae; DCS&S, NYC, Robert Curtis, ae. Spot 
$576,460. 

Oakite Products, Inc. 

19 Rector St., NYC 6. Fred A. Aston Jr., 
adv m (handled through B. T. Babbitt, 
Inc.). 

Agency: Geyer, Morey, Madden & Ballard, 
NYC (household prds), Walter H. Wright, 
ae. Spot $308,650. 

O. J. Beauty Lotion Co. 

1170 Ontario St., P. O. Box 606, Shreve- 
port. S. Parham Barnette, dir adv. 
Agency: Goodwin, Dannenbaum, Littman 
& Wingfield, Houston, John Paul Goodwin, 
ae. Spot $220,280. 

Oertel Brewing Co. 

1400 Story Ave., Louisville 6. Murray Glas- 
gow, coord sls & adv. 

Agency: Lynch & Hart, St. Louis, R. C. 
Lynch, ae. Spot $188,840. 

Ohio Bell Telephone Co. 

750 Huron, Cleveland 15. 
McCann-Marschalk, Cleveland 
(tv, radio), Stuart Buchanan, ae. Spot 
$479,260. 

Ohio Fuel Gas Co. 

Columbus, Ohio. Margaret Phillips, tv-r dir. 
Agencies: Ketchum, MacLeod & Grove, 
Pittsburgh. Flournoy & Gibbs, Toledo, Tom 
Renn, ae. Spot $115,550. 

The Ohio Oil Co. 

539 S. Main St., Findlay, Ohio. J. J. H. 
Phillips, m adv sls prom, Robert K. Swan- 
son, adv m. 

Agency: N. W. Ayer & Son, Philadelphia, 
Paul Rowe, service sup, Malcolm Mac- 
Kenzie, service rep. Spot $117,420. 
Oklahoma Natural Gas Co. 

Okla. Natural Gas Bldg., Tulsa, Hal North, 
adv sup. 

Agencies: Paul Locke, Tulsa, Bruce Clark, 
ae. Beals, Okla. City, Bob Kumler, ae. Spot 
$106,090. 


Old Dutch Coffee Co., Inc. 


80 Front St.. NYC 5, Fred Kohn, pres. 
Spot $307,620. 


Old Judge Coffee Co. 

704 N. Second St., St. Louis 2. James L. 
Brennan, g sls m & adv m. 

Agency: Ridgway-Hirsch, St. Louis, Maur- 
ice Hirsch, ae. Spot $175,510. 


Olin Mathieson Chemical Corp. 
460 Park Ave., NYC 22. Stanley W. Koenig, 


Agency: 





J. A. Boalt, C. J. Murphy, asst adv ms; 
Gayle Maile, adv & sls prom—metals; 
D. C. Mollo, adv m—film. 

Agencies: Doyle, Kitchen & McCormick, 
NYC; McCann-Erickson, NYC; VanSant, 
Dugdale, Baltimore; Wildrick & Miller, 
NYC; Burdick, Becker, NYC; Balsam, 
Chi.; Donahue & Coe, NYC: DDB, NYC. 
Spot $361,880. 

Olympia Brewing Co. 

Box 947, Olympia, Wash. B. L. Renderer, 
adv m & mktg m. 

Agency: Botsford, Constantine & Gardner, 
Seattle, Joseph Maguire, ae. Spot $349,680. 
Orkin Exterminating Co., Inc. 
713 W. Peachtree N.E., Atlanta. Leon R. 
Robbins Jr., dir adv. 

Agency: Bearden, Thompson, Frankel & 
Eastman, Scott, Atlanta, Warren Beardon, 
ae. Spot $210,000. 

Pabst Brewing Co. 

Merchandise Mart, Chicago 54. Theodore 
Rosenak, exec vp; Emmett Jaques, adv m 
—Blatz: N. P. Allerup, adv m—Pabst. 
Agencies: K&E, Chi. Spot $2,697,950 (com- 
pany), $239,420 (distributors). 

Pacific Tel & Tel Co. 

140 New Montgomery, San Francisco 5. 
D. A. Davis, g adv m. 

Agency: BBDO, San Francisco, W. R. 
Simpson, ae. Spot $1,697,230. 
Pan-American-Grace Airways, Inc. 
135 E. 42nd St., NYC 17. W. P. Donkin, 
adv m. 

Agency: JWT, NYC, Chester Hopkins, ae. 
Spot $315,480. 

Pan American World Airways 

135 E. 42nd St., NYC 17. Murray Barnes, 
dir adv; William G. Pocock, adv m—over- 
seas div. 

Agency: JWT, NYC, Robert Weikart, ae. 
Spot $1,096,400. 

Paper Products Co. 

18554 S. Susana Rd. Cpt., LA. 

Agency: Wade Adv., Hollywood. Spot $243,- 
820. 

Paramount Pictures Corp. 

1501 Broadway, NYC 36. Martin Davis, 
dir adv pub & exploit, Joseph Gould, ad 
m. 

Agency: Lennen & Newell, NYC, George 
Richardson, ae. Spot $106,360. 

Parker Pen Co. 

Court & Division, Janesville, Wis. Richard 
W. Halznecht, dir adv, Arthur W. Foster, 
adv m. 

Agency: Leo Burnett, Chi., Allen Mem- 
hard, ae. Spot $1,705,620. 

Paxton & Gallagher Co. 

8401 Dodge St., Omaha. Robert Cords, 
adv m. 

Agencies: Tatham-Laird, Chi. (east of 
Rockies), Les Lilliston, @ sup: W. J. 
Bienemann, ae. D’Arcy, St. Louis (west of 
Rockies), Vern Eastman, vp & a sup; 
L. E. Risk, ae. Spot $852,110. 

Pearl Brewing Corp. 

Box 1661, San Antonio 6. H. B. Higgins, 
dir adv & mdsg. 

Agency: Tracy-Locke, Dallas (Pearl), John 
W. Shaw (Goetz & Country Club). Spot 
$465,550. 

Penick & Ford, Ltd., Inc. 

750 Third Ave., NYC 17. Eugene J. Fitz- 
gerald, adv m. 

Agency: Grant, NYC. Spot $423,970. 








Pepperidge Farm, Inc. 
Westport Ave., Norwalk, Conn. Frederick 
H. Nichols, dir mktg. 

Agency: OB&M, NYC, J. W. Griese, T. M 
Vincent, aes. Spot $1,262,510. 


Pepsi-Cola Co. Bottlers 

500 Park Ave., NYC 22. Philip B. Hiner- 
feld, vp & dir adv. 

Agency: BBDO, NYC, John Doble, a sup. 
Spet $3,119,040. 


Peter Pan Bakers, Inc. 

Box 1405 Burlington Sta., Omaha 8, Neb. 
Agency: Allen & Reynolds, Omaha. Spot 
$191,070. 


Peter Pan Foundations, Inc. 

389 Sth Ave., NYC 16. Mary Saladucha, 
adv dir. 

Agency: Ben Sackheim, NYC, Glenda Sul- 
livan, ae. Spot $106,630. 


Peter Paul, Inc. 

New Haven Rd., Naugatuck, Conn. Howard 
Wolfe, dir sls & adv. 

Agency: D-F-S, NYC. Spot $847,170. 


Peters’ Meat Products 

344 S. Robert St., St. Paul, Minn. 

Judd Weigenant, adv sup. 

Agency: David, St. Paul, Q. J. David, ae 
Spot $114,580. 


Pfeiffer Brewing Co. 

3740 Bellevue Ave., Detroit 7. Herbert S. 
Epstein, pres & gm. 

Agency: Maxon, Detroit, Arthur Wible, ae. 
Jacob Schmidt div., 882 W. 7th St., St. 
Paul 1. 

Agency: Maxon. Minneapolis, Chuck 
Hawkins, ae. Spot $195,870. 


Charles Pfizer & Co., Inc. 

11 Bartlett St., Brooklyn 6, N. Y. W. H. 
Peters, adv m—Pfizer Labs Div; F. A. 
Manley, adv m—agric div. 

Agencies: MJ&A, NYC 22 (chemical div) ; 
Burnett, Chi. (agric sls div); Paul Klemt 
ner, Newark (Pfizer labs div); Ted Gott- 
helf (proprietary prds); Donald F. Fitz- 
simmons, NYC (Roerig prds). Spot $384,- 
840. 


Pharmacraft Laboratories 

375 Park Ave., NYC 22. Mauri Edwards, 
vp mktg. 

Agencies: Papert, Koenig, Lois, NY¢ 
(Coldene), Norman Grulich, ae. Daniel & 
Charles, NYC, Jerry Gordon, ae. Spot 
$1,597,570. 


Phillips Petroleum Co. 

Bartlesville, Okla. O. E. Bettis, m adv div; 
K. W. Rugh, m adv & pr dept. 

Agency: Lambert & Feasley, NYC, Frank 
W. Mace, ae. Spot $1,619,830. 


Phillips-Van Heusen Corp. 

417 5Sth Ave., NYC 16. Robt. J. Mohr, 
dir adv & sls prom; James Bodine, asst 
dir adv & sls prom; Given Neff, adv coord. 
Agency: Grey, NYC, M. Berger, ae. Spot 
$278,420. 


Piel Bros. 

315 Liberty Ave., Brooklyn 7, N. Y. Stephen 
J. Schmidt, dir adv. 

Agency: Y&R, NYC, Joseph Elliff, ae. Spot 
$1,677,690. 


Piggly-Wiggly, Div. Eagle Food 
Centers 

Milan, Ill. Stan Kozuch, adv sup. Spot 

$170,390. 
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The Pillsbury Co. 

Pillsbury Bldg., Minneapolis 2. J. R. Peter- 

son, mktg dir—flour & specialty prds; 

L. J. Kennedy, mktg dir—mix prds; T. A. 

Swanson, P. F. Schmitt, R. M. Bergman, 

brand sups—mix prds; J. W. Love, brand 

sup—flour prods; W. W. Bokman, brand 

sup—specialty prods; George Masko, mktg 

m—trefr. foods. 

Agencies: Burnett, Chi. (non-refrigerated 

grocery prds, mixes), C. R. Kopp, ae; 

Campbell-Mithun, Minneapolis (family 

flour & refrig. foods), N. Best, a sup. Spot 

$3,847,110. 

Pittsburgh Brewing Co. 

3340 Liberty Ave., Bklyn 7, NY. John S. 

de Coux, adv m. 

Agencies: Smith, Taylor & Jenkins, 

Ketchum, MacLeod & Grove, Pittsburgh, 

R. P. Taylor, ae—ST&J, W. B. Kroske, 

ae—KM&G, Spot $384,080. 

Planters Peanuts, Div. Standard 
Brands 

632 S. Main St., Wilkes-Barre. 

Agency: JWT, NYC. Spot $170,650. 

J. L. Prescott Co. 

27 Eighth St., Passaic, N. J. W. J. O’Don- 

nell, g sls m. 

Agencies: Dreher, NYC, Monroe F. Dreher, 

ae; Hicks & Greist, NYC. Spot $130,080. 

J. Nelson Prewitt, Inc. 

315 Alexander St., Rochester, N. Y. Charles 

D. Einach. 

Agency: Hanford & Greenfield, Rochesier. 

Spot $725,330. 

Prince Macaroni Mfg. Co. 

Prince Ave., Lowell, Mass. S. J. 

adv m. Spot $110,600. 


Procter & Gamble Co. 

301 E. 6th St., Cincinnati 1. E. A. Snow, 
vp—toilet goods; A. N. Halverstadt, gen 
adv m; R. E. Short, m pgmg; J. W. Coch- 
ran, mc prodn; G. R. Giroux, m westcoast 
pgmg; Paul Huth, med dir; D. A. Mitch- 
ell, mdsg div m; E. G. Harness, adv m 
soap prds; F. W. Dinsmore, adv m—food 
prds; Joseph Beech, adv m—toilet goods. 
Agencies: Compton, NYC (bulk prds, 
Cascade detergent, Comet, Crisco, Drene, 
Ivory liquid & soap, Duncan Hines Cake 
Mixes & De Luxe Mixes, Premium Duz 
soap & detergent, Gleem, Crisco Oil, Puri- 
tan Oil). B&B, NYC 19 (Crest, Ivory Snow, 
Fluffo, Prell, Tide, Zest, Charmin paper 
prds). Y&R, NYC 17 (Cheer, Dawn, Spic 
& Span). Grey, NYC 22 (Lilt, Party Curl, 
Shasta, Ivory Flakes, Ivory Shampoo, 
Downy, Pin-It, Big Top Peanut Butter). 
D-F-S, NYC 17 (Oxydol, Dreft, Dash, 
White Cloud toilet tissue, Thrill, Gain 
Liquid Detergent, Puffs Facial Tissue). 
H,C,H, San Francisco (Clorox). Burnett, 
Chi. (Camay, Joy, Lava, Secret Deodorant, 
Salvo Detergent). Tatham-Laird, Chi. 
(American Family Soaps & Detergents, Mr. 
Clean). Gardner, St. Louis (Duncan Hines 
special mixes, Jif Peanut Butter). Spot 
$55,084,440. 


Quaker City Chocolate & 
Confectionery Co. 

2140 Germantown Ave., Philadelphia 22. 

Lester G. Rosskam Jr., pres chg adv. 

Agency: Bauer & Tripp, Philadelphia, Alan 

R. Tripp, ae. Spot $259,690. 


Greco, 


Quaker Oats Co. 
345 Merchandise Mart, Chicago 54. Victor 
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Elting Jr, vp adv & mdsg; Peter B. 
Warner, dir adv; Robert S. MacDonald, m 
industrial & institutional adv; H. M. An- 
dersen, grp mdsg m—Aunt Jemima mixes; 
K. F. Browning, grp mdsg m—cereals; R 
R. Fenner, grp mdsg m—corn prds & 
Flako; R. Parker Long, grp mdsg m—pet 
foods; Robert E. Weed, m adv serv; A. A. 
Dennerlein, adv & mdsg m—feed. 
Agencies: Compton, Chi. (Quaker Oats, 
Quaker Puffed Wheat & Puffed Rice, Ful- 
O-Pep feeds, Muffets, Pack-O-Tens, Farina, 
Pettijohns), H. Johnson, W. Aiston, aes. 
Clinton E. Frank, Chi. (Quaker flour, 
Flakomixes), Philip Bash, a sup. John W. 
Shaw, Chi. (Aunt Jemima White & Yellow 
corn meal, Grits & Easy Mixes, Instant 
macaroni), P. Smith, a sup. JWT, Chi. 
(Life Cereal, Aunt Jemima pancakes, Ken-L 
prds), A. Gunn, @ sup. Lynn Baker, NYC 
19 (Puss ’n Boots), Charles F. Bennett, 
ae. Spot $2,362,270. 
Quality Bakers of America 
Co-op, Inc. 
120 W. 42nd St, NYC 36. Robert L. 
Schaus, adv m. 
Agency: QBA Adv. Bureau, NYC, William 
Franchey, William Lawrence, Ralph Usifer, 
James Wysong, John Carr, Robert Nicholas, 
aes; Robert L. Schaus, adv m; S. W. Sid- 
dle Jr., med m; Robert Pollock, tv-rad m. 
Spot $1,009,590. 


Radio Corp. of America 

RCA Bldg., NYC 20. R. H. Coffin, vp adi 
& sls prom. 

Agencies: JWT, NYC (RCA Sales Corp., 
Internat Div., Institu Adv); Grey, NYC 
(RCA Record Div.). M-E, NYC (NBC); 
Al Paul Lefton, Phil. (RCA Defense Elec. 
prds, Elec, Data Process, Astra-Elec. prds, 
Industrial Elec. prds, Electron Tubes) ; 
Gehnrich, NYC (Communications) ; Albert 
Frank-Guenther Law, NYC (Financial 
Adv.). Spot $135,050 (company), $433,- 
480 (dealers). 


Rainbo Baking Co. 
4104 Leeland Ave., Houston 23. R. W. 
Hogan, pres & gen m. 
Agency: Ritchie, Houston. Spot $702,510. 


Ralston-Purina Co. 

835 S. 8th St., St. Louis 2. R. L. Eskridge, 
acting dir adv—grocery prds; M. E. Malin, 
dir adv—Chow. 

Agencies: GB&B, San Francisco, (cereals), 
E. J. Hodges, ae. Gardner, St. Louis 
(Purina Chow), J. H. Leach, O. D. 
Norling, aes. Spot $675,540. 


Rayco Mfg. Co. 

E. 221 Route 4, Paramus, N. J. Julius 
Rudominer, vp adv & sls. 

Agency: MW&S, NYC, Bernard Kramer, 
ae. Spot $931,760. 


Reader’s Digest Assn., Inc. 
Pleasantville, N. Y. Adv dept, 270 Park 
Ave., NYC 17. Fred D. Thompson, adv dir. 
Agencies: JWT, NYC (adv & cire prom) ; 
Schwab & Beatty, NYC (condensed book 
club) ; Maxwell Sackheim-Franklin Brack, 
NYC (Reader’s Digest Music, Inc.). Spot 
$728,760. 

Red L Foods Corp. 

286 Northern Blvd., Great Neck, N. Y. 
Edwin Bluhm, pres. 


Agency: Smith/Greenland, 
$451,510. 


NYC. Spot 






Regal Pale Brewing Co. 
3250 20th St., San Francisco 10. Lou 
Gaviati, adv dir. 

Agency: L&N, San Francisco, William V. 
Patten, ae. Spot $190,850. 


William B. Reily & Co., Inc. 

640 Magazine St., New Orleans 9. 
Agency: Walker-Saussy, New Orleans, J. 
Epstein Jr., ae. Spot $752,450. 


Renault, Inc.—Rgnli Distributors 
Renault, Inc., 750 Third Ave., NYC 17. 
Vincent Grob, vp & gm; Ethel Norling, 
adv m. 

Agency: NL&B, NYC, William Wood, ae. 
Spot $413,720. 


Renfield Importers, Ltd. 

425 Park Ave., NYC 22. Don Zulauf, 
adv m. 

Agency: Reach, McClinton, Newark, N. J., 
D. Bernheim, ae. Spot $403,400. 


Revion, Inc. 
666 Fifth Ave.. NYC 19. Ted Bergmann, 
vp adv; Sanford Buchsbaum, adv dir: 
Georgianna Williscroft, prod adv m; George 
W. Feld, coord tv & radio; George Kern, 
coord med & budget. 
Agencies: Warwick & Legler, NYC 22 
(Touch & Glow, Futurama, Revlon Living 
Curl, Silicare, Clean & Clear, Wonder- 
base, lipstick, nail enamel, eye make-up, 
Satin Set, Aquamarine prds, Intimate prds, 
Baby Silicare), Edwin Swann, David 
Strousse, Frederick Shackhamer, Richard 
Zahn, aes. Grey, NYC 22 (Ultima, Love 
Pat, Sun Bath, Moon Drops & treatment 
prds, Top Brass, Hi-n-Dri), Roy Block, 
Barry Dillow, David Kemble, aes. MW&S, 
NYC 22 (Esquire shoe polishes—Knomark 
Mfg. Co.), Richard Lockman, ae. Charles 
W. Hoyt, NYC 17 (medical adv.), Theo- 
dore Watson, ae. Spot $2,359,060. 
Rexall Drug Co., Dealers 
8480 Beverly Blvd., LA 54. J. Hart, dir ad1 
& sls prom. 
Agency: BBDO, LA, Robert Herzrun, ae. 
Spot $336,790. 
Reymers, Div. H. J. Heinz Co. 
Box 508, Pittsburgh. 
Agency: KM&G, Alan Randall, ae. Spot 
$170,150. 
R. J. Reynolds Tobacco Co. 
Winston-Salem 1. Howard Gray, adv m. 
Agency: Esty, NYC, J. J. Houlahan, a sup, 
John Peace, p, Thomas D. Luckenbill, 
G. M. Thompson, Sam Northcross, aes. 
Spot $4,173,570. 
Richardson-Merrell, Inc. 
122 E, 42nd St., NYC 17. G. E. Morgan, 
adv m—cold tablets & Vapo Steam; R. G. 
Secrist, adv m—Imp. Cough Syrup, Sinex, 
Va-TroNol; H. Finch, adv m—VapoRub; 
D. M. Close, adv m—cough drops, inhalers, 
lozenges. 
Agencies: SSC&B, NYC (Cold Tablets 
only) ; Morse, NYC; L&N, NYC (Clearasil 
Medication, Lotion, Soap); BBDO, NYC 
(Clearasil Shampoo). Spot $2,213,520. 
Richfield Oil Corp. 
555 S. Flower, LA 17. Fred M. Jordan, 
adv m & sls prom m. . 
Agency: H&J, LA, Leon Thamer, ae. Spot 
$561,000. 
Oral Roberts Evangelistic 

Assoc., Inc. 
Tulsa, Okla. 
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...and there’s this monster 
that keeps 


advertising 
contracts... 
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1|“"This is the fourth time I’ve had that 2/“As promotion manager, I’m responsi- 
nightmare. But I think I’ve figured ble for the ads that create a basic im- 
out what’s bugging me. pression of our advertising medium. 







3| “So, naturally, we play up our strong- 
est sales point — to register a simple, 
convincing impression. But this puts all 
our eggs in one basket. It’s a good, hon- 
est basket and we get business from it... 


< 






4|“but suppose some advertisers need 5] ‘I think so. And I have an idea! When 6 
what we've got, for some other good I used to work at the ad agency I 


“ ..in SRDS. Well, 
but we have an ad in there featuring 


il. a 


thanks, sweetie, 





| reason. We have at least ten reasons 
besides the one we’re promoting, but 

| how are those advertisers going to know 
we've got what they want? Get it?” 


| il TTI 





remember everybody using Standard 
Rate when they compared media. Why 
don’t you put an ad in...” 


a| with competent, strategically placed 
information in SRDS 
YOU ARE THERE 
Selling by helping people buy. 


our one big—hey— 





SZOS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher 
5201 OLD ORCHARD ROAD, SKOKIE, ILL. — YORKTOWN 6-8500 
SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 


© @ @ an 


7|“—hey —that’s it! That’s the place to 
put all our sales angles. Every last one 
of them, anchored here where every 
prospect has to look before his schedule 
is frozen. Thanks a million, honey— 
that does it.” 











Agency: Swan & Mason, NYC, William J. 
Nash, ae. Spot $492,170. 

Ronson . 

1 Ronson Rd., Woodbridge, N. J. Bernard 
Dwortzan, adv m. 

Agencies: DDB, NYC, Carl Terzi, ae; 
Papert, Koenig, Lois, NYC, Stu Miller, ae. 
Spot $112,690. 

Ronzoni Macaroni Co., Inc. 

50-02 Northern Blvd., Long Island City 1, 
ef 

Agency: MW&S, NYC. Spot $320,520. 
Roto-Rooter Corp. 

301 University Ave., Des Moines 14. N. W. 
Larsen, adv m. Spot $458,150. 

Royal Crown Cola Co. Bottlers 
10th & 9th Ave., Columbus, Ga. Francis E. 
Gorman, vp adv; T. A. Mayton, m, con- 
sumer adv. 

Agency: D'Arcy, NYC, C. 
Spot $860,760. 

Helena Rubinstein, Inc. 

655 Fifth Ave.,. NYC 22. Alice Thompson, 
dir adv; Theodore Braude, adv m. 
Agencies: OB&M, NYC, Ray Marcus, a 
sup. L. W. Frohlich, NYC (hormone cream 
prd), Stanley Kohlenburg, a sup. Spot 
$1,475,610. 

Jacob Ruppert 

1639 Third Ave., NYC 28. Ruppert Ver- 
non, vp dir adv. 

Agency: W&L, NY 22, James Travis, a sup. 
Spot $206,620. 

Russell Miller—King Midas Mills 
860 Grain Exchange, Minneapolis 15. W. O. 
Stack, adv m. 

Agency: Forney, Minneapolis. Spot $107,- 
590. 

Rust-Oleum Corp. 

2405 Oakton, Evanston, Ill. Robert A. Fer- 
gusson, pres & adv m. 

Agency: O’Grady-Anderson-Gray, Chi., Rob- 
ert Gray, ae. Spot $140,860. 

$.S.S. Co. 

P. O. Box 4447, Atlanta 2. 

Agency: Marshalk & Pratt, Atlanta, Doug- 
las Smith, ae. Spot $291,390. 

S & W Fine Foods, Inc. 

333 Schwerin, San Francisco 24. Joseph 
L. Brotherton, adv m & sls prom m. 
Agency: DDB, San Francisco. Spot $328,- 
260. 

Safeway Stores, Inc. 

Box 660, Oakland 4, Calif. E. F. Becker, 
adv m. Spot $1,454,360. 

St. Regis Paper Co. 

150 E. 42nd St. NYC 17. Wm. B. Bunn, 
dir adv & sls prom; Stephen D. Boudreau 
Jr., adv m. 

Agency: Cunningham & Walsh, NYC, Carl 
Nichols, ae. Spot $339,000. 
Salada-Shiriff-Horsey, Inc. 

399 Washington St., Woburn, Mass. 
Agency: DDB, NYC, Howard Becker, ae. 
Spot $179,290. 

Sandura Co. 

Old York Rd. & Township Line, Jenkin- 
town, Pa. S. Pollock, dir adv. 

Agency: Hicks & Greist, NYC, Chas. V. 
Skoog, ae. Spot $50,040 (company), $363,- 
450 (distributors) . 

Sardeau, Inc. 

75 E. 55th St., NYC 22. Robert Burton, gm. 
Agency: Chester Gore, NYC. Spot $1,213,- 
880. 


E. Brazen, ae. 
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Savings Bank Assoc. of the State 
of N. Y. 

110 E. 42nd St., NYC 17. Howard D. Mac- 

Dougall, pub rel dir. 

Agency: B&B, NYC, Philip Warner. a sup. 

Spot $245,350. 

F & M Schaefer Brewing Co. 

430 Kent Ave., Brooklyn 11, N. Y. John 

Nemesh, adv m. 

Agency: BBDO, NYC, John Johns, ae. Spot 

$1,279,320. 

Earl Scheib, Inc. 

P. O. Box 378, Beverly Hills, Calif. 

Agency: Stahl, Hollywood. Spot $260,970. 

Schick, Inc. 

680 Fifth Ave., NYC 19. William F. Siegel, 

adv dir. 

Agency: NC&K, NYC, Gerald Shapiro, 

a sup. Spot $966,520. 

Joseph E. Schlitz Brewing Co. 

235 W. Galena, Milwaukee 1. Patrick H. 

Gorman, dir adv; F. L. Smawley, adv m. 

Agency: JWT, Chicago, John J. Morrissey, 

a sup. Spot $1,884,170 (company), $8,300,- 

830 (distributors). 

Wm. Schluderberg-Kurdle Co., Inc. 

3800 E. Baltimore, Baltimore 3. 

Agency: Van Sant, Dugdale, Baltimore, 

E. E. Cooke Jr., ae. Spot $108,180. 

Cc. Schmidt & Sons, Inc. 

127 Edward St., Philadelphia 23. Lincoln 

Allan, adv m. 

Agency: Bates, NYC (Schmidt Phila. ale 

& beer). Spot $1,238,610. 


Schoenling Brewing Co. 
1625 Central Pky., Cincinnati 14. 
Agency: Rollman, Cincinnati. Spot $425,- 


460. 


S. A. Schonbrunn & Co., Inc. 
Grand & Ruby Aves., Palisades Park, N. J. 
Lee J. Ross, adv m. 

Agencies: FC&B, NYC (Savarin regular & 
instant coffees). MJ&A, NYC (U. S. adv 
Medaglia D’Oro espresso coffee). Pettinella, 
NYC (foreign language adv Medaglia 
D’Oro espresso coffee). Spot $297,530. 


Scott Paper Co. 

Front & Market Sts., Chester, Pa. James D. 
Stocker Jr., adv m. 

Agency: JWT, NYC, Garrit Lydecker. Spot 
$1,503,190. 


Scudder Food Products 

1525 N. East St., Anaheim, Calif. Arthur 
A. Kattan, adv dir. 

Agency: DDB, LA, James Loughran, a sup, 
James Anderson, ae. Spot $277,220. 


Schweppes (USA), Ltd. Bottlers 
445 Park Ave., NYC 22. Mimi O'Hagan, 
adv m. 

Agency: OB&M, NYC, Alan Mooney, ae. 
Spot $412,680. 


Sealy, Inc. Dealers 

666 Lake Shore Dr., Chicago 11. Gerald 
C. Shappell, adv m. 

Agency: Earle Ludgin, Chi., George Rink, 
a sup; Rabert Champion, ae. Spot $698,- 
470. 


Sears Roebuck and Co. 

Homan & Arthington, Chicago 7. George 
E. Troll, nat mail order sls prom & adv; 
Marvin C. Lunde, nat retail sls prom m 
& adv m. . 

Agency: OBM, NYC (g adv). Spot $961,- 
070. 


Seeman Bros., Inc. 
40 W. 225th St. NYC 63. Gilbert J. 
Buettner, vp chg mktg. 

Agency: Al Paul Lefton, NYC. Spot $499,- 
750. 

Selchow & Righter Co. 

505 E. Union St., Bay Shore, N. Y. Ken- 
neth B. Kunhardt, adv m. 

Agency: Lester Harrison, NYC, Jefferson 
D. Herrman, ae. Spot $200,950. 

Serta Associates, Inc. Dealers 
666 Lake Shore Dr., Chicago 11. Donald 
W. Mitchell, adv m. 

Agency: Tatham-Laird, Chi. Spot $375,890. 
Seven-Up Co. Bottlers 

1300 Delmar, St. Louis 3. J. M. Thul, 
adv m. 

Agency: JWT, Chi., Ted Jardine, ae. Spot 
$471,710. 

W. A. Sheaffer Pen Co. 

311 Ave. H, Ft. Madison, Ia. G. P. Karle 
Jr., adv & mdsg m. 

Agency: BBDO, Chi., J. M. Bristow, a sup. 
Spot $763,810. 

Shell Oil Co. 

50 W. 50th St.. NYC 20. C. F. Marineau, 
adv m & sls prom m. 

Agency: K&E, NYC. Spot $2,630,660. 
Shetland Co., Inc. 

Shetland Industrial Park, Salem, Mass. 
Robert I. Lappin, pres. 

Agency: Silton, Callaway, Boston, M. Sus- 
man, ae. Spot $176,210. 

Shulton, Inc. 

630 Fifth Ave., NYC 20. Gilbert J. Supple, 
adv dir; Maxine Rowland, adv m. 
Agencies: Wesley Assoc., NYC, Jay Perine, 
ae; DCS&S, NYC, John Troy, ae: B&B, 
NYC, John MacLeod, ae: Ralph Allum, 
NYC, Thomas J. Morrissey, ae. Spot $365,- 


720. 


Sicks Rainier Brewing Co. 
3100 Airport Way, Seattle 4. 
Bernnett, adv m. 

Agency: DDB, Seattle, Bill Zarkades, ae. 
Spot $225,000. 


Silver K Corp. 

177 Granite, Manchester, New Hampshire. 
Joseph McDoweil, adv m. 

Agency: Jerome O'Leary, Boston, Horace 
Cowling, ae. Spot $160,370. 


Simmonds Upholstery Co. 

1 Chase St., Methuen, Mass. Abe Baker, 
pres chg adv. 

Agency: Radam, Boston, Charles S. Pink- 
ham, Mrs. Claire L. Butler, aes. Spot 
$197,540. 


Simoniz Co. 

2100 Indiana Ave., Chicago 16, Ill. John 
M. Tyson Jr., dir adv. 

Agency: D-F-S, NY (Consumer Products), 
F. A. Mitchell, a sup. Spot $2,472,200. 


Socony-Mobil Oil Co., Inc. 

150 E. 42nd St., NYC 17. J. D. Elgin, 
m adv & prom dept. 

Agency: Compton, NYC, L. B. Dunham, 
ae. Spot $2,297,670 (company), $170,960 
(distributors) . 


Southern Bell Tel. & Tel. Co. 
Hurt Bldg., Atlanta 1. C. L. Buckingham, 
« adv m. 

Agency: Tucker Wayne, Atlanta, Matt 
Connor, ae. Spot $516,810. 


Gordon 


Southern Spring Bed Co. 

























290 Hunter SE, Atlanta 1. Evan McLean, 
adv m. 
Agency: Tombras, Knoxville, Bill Lawhon, 
ae, Spot $136,110 (company), $29,780 
(dealers). 
Southwestern Bell Tel. Co. 
1010 Pine St., St. Louis 1. Herold B. 
Groh, vp adv & pr. 
Agency: Gardner, St. Louis, J. H. Leach, 
ae. Spot $600,582. 
Sperry & Hutchinson Co. 
114 Fifth Ave., NYC 3. Emil A. Corona, 
dir adv & pr. 
Agency: SSC&B, NYC. Spot $562,450. 
Squirt Co. Bottlers 
4610 Van Nuys Blvd., Sherman Oaks, Cal. 
Hugh McKellar, dir adv. 
Agency: D&C, LA. Spot $303,410. 
Standard Brands, Inc. 
625 Madison Ave., NYC 22. Edward D. 
Barrett, vp adv & prod dev; F. D. Baird, 
m adv & sls prom—spec prds div. 
Agencies: JWT, NYC 17 (Fleischmann’s 
Yeast, Tender Leaf Tea, Royal Nuts, Chase 
& Sanborn Coffee, Int'l prds), W. Howard, 
S. B. Dobbs, R. Dennison, a sups. Bates, 
NYC 19 (Blue Bonnet Margarine, Royal 
Desserts & Baking Powder, Walter Kendall 
Hunt Club & Fives dog food, Siesta Instant 
Coffee, Fleischmann’s Margarine, Fleisch- 
mann’s Gin & Whiskey, Black & White 
Whiskey, Churchill Bonded Whiskey, 
Churchill “88”), W. R. Greene, J. A. Clark- 
son, a sups, Spot $7,477,080. 
Standard Oil Co. of California, 

Western Operations, Inc. 
225 Bush, San Francisco 20. M. A. Mattes, 
m adi dept. 
Agencies: BBDO, San Francisco, C. E. 
Hale, ae. Spot $1,332,990. 
Standard Oil Co. of Indiana 
910 S. Michigan Ave., Chicago 80. Robert 
B. Irons, adv m. 
Agencies: D’Arcy, Chi., Kent Lee, ae. 
MJ&A, Bloomfield Hills, Mich., Walter 
Raithel, ae. Spot $1,765,030. 
Standard Oil Company 

(New Jersey) 
30 Rockefeller Plaza, NYC 20. Robert H. 
Scholl, dir pr. 
Agency: McCann-Erickson, NYC, NL&B, 
NYC, Paul Funk, ae. McCann, Stephen 
Bell, ae. NL&B. Spot $1,538,000. 
Standard Oil Co. of Ohio 
Midland Bldg., Cleveland 15. Frank A. 
Kolb, adv m. 
Agency: McCann-Marschalk, Cleveland, J. 
V. Tracy, ae. Spot $758,720. 
Star-Kist Foods, Inc. 
Terminal Island, Calif. J. G. Scharer, vp 
mktg. 
Agency: Burnett, Chi. Spot $103,900. 


State Line Potato Chip Co. 

N. Wilbraham, Mass. 

Agency: Randall, Hartford, Conn., Wilbur 
Randall, ae. Spot $102,610. 


A. Stein & Co. 
1149 W. Congress St., Chicago 7, Ill. Larry 
Silverstein, adv m. 
Agency: Cruttenden, Chicago, Leon Lewis, 
ae. Spot $183,620. 


Sterling Brewers, Inc. 

1301 Pennsylvania Ave., Evansville 7, Ind. 
William Benz, adv m. 

Agency: Compton, NYC, J. Flynn, ae. 


Spot $539,060. 

Sterling Drug, Inc., Glenbrook 
Labs Div. 

1450 Broadway, NYC 18. R. L. Steenrod, 

prd m—Bayer; H. D. Nitchie, prd m— 

Phillips, Dr. Lyon’s, Haley's: Glenn Johns- 

ton, prd m—Fizrin; F. M. Deakins, prd m 

—Fletcher’s, Dr. Caldwell’s, ZBT baby 

powder, Energine; R. E. Gray, prd m 

lronized yeast. 

Agencies: D-F-S NYC, (Bayer asvirin & 

nasal snrav, Dr. Lyon’s, Energine, Haley's 

M.O., Phillips milk of magnesia for r&tv), 

George Tormey, ae; Thompson-Koch, NYC 

18 (D-con Co div. Ironized yeast for r&tv), 

Bill Madill, ae: Brown & Butcher, NYC 20 

(Dr. Caldwell’s, Fletcher’s Castoria, ZBT), 

Ralph Tassinari, ae; Compton, NYC 22 

(Fizrin, Instantine), Bill Stewart, ae. Spot 

$2,185,890. 

Stewart-Warner Corp. 

1826-52 Diversey Pkwy, Chicago 14. Ray 

Burke, dir adv. 

Agency: MacFarland, Aveyard, Chi. (Ale- 

mite), Donald L. Cuttie, ae. Spot $124,390. 

Stokelvy-Van Camp, Inc. 

941 N. Meridian, Indianapolis 6. Ralph M. 

Watts, adv & mkg m. 

Avencies: L&N, NYC (Stokely-Van Camp 

canned goods), Wm. D. Smith, ae. L&N, 

San Francisco (Van Camp frozen foods, 

Pictsweet, Stokely’s finest frozen foods), 

Ray Peterson, ae. Spot $129,300. 

Stop & Shop, Inc. 

393 D St., Boston 10. Louis P. Steinberg, 

adv m, Cathy Bentis, r-tv media. 

Agency: Arnold, Boston, Arnold Rosoff, ae. 

Spot $130,360. 

Storz Brewing Co. 

1807 N. 16th St, Omaha 2. Arthur C. 

Storz Jr., adv m. 

Agency: Bozell & Jacobs, Omaha, A. R. 

Busch Jr., ae. Spot $302,000. 

Stroh Brewery Co. 

909 E. Elizabeth, Detroit 26. J. C. Derrick, 

adv dir. 

Avency: Zimmer, Keller & Calvert, Detroit, 

Stanley Bahnsen, ae. Spot $313,840. 

Sugardale Provision Co. 

Canton, Ohio. 

Agency: Lang, Fisher & Stashower, Cleve- 

land. D. L. Stashower, ae. Spot $175,000. 

Sulray, Inc. 

273 Columbus Ave., Tuckahoe, NY. 

Agency: Shaller-Rubin, NYC, Nat Lazar, 

ae. Spot $130,260. 


Sun Oil Co. 

1608 Walnut, Philadelphia 3. William M. 
Schmitt, gm, adv; P. D. McKay, Wil- 
liam D. Daub, adv. 

Agency: Esty, NYC (motor prds). Spot 
2,000,000. 


Sun Ray Drug Co. 

49th & Lancaster Ave., Philadelphia. Ben- 
jamin Lerner, adv sup. 

Agency: Philip Klein, Philadelphia, Her- 
bert Ringold, ae. Spot $130,640. 


Sunkist Growers, Products Sales 
Dept. 

Los Angeles, Calif. Harold J. Ackley, asst 

adv m. 

Agency: FC&B, LA, James Felton, ae. 

Spot $774,090. 


Sunshine Biscuit Co. 
Thompson Ave. & Queens Plaza. Long 





Island City 1, N. Y. Gene Flack, dir adt 
& sls; O. C. Gorenflo, nat adv m. 
Agency: C&W, NYC, Herbert Thwaite, ae. 
Spot $275,440. 

Sweets Co. of America, Inc. 

1515 Willow Ave., Hoboken, N. J. Mr. 
Lewis, adv m. 

Agency: Henry Eisen, NYC. Spot $144,390. 
Swift & Co. 

Union Stock Yards, Chicago 9. Ray Weber, 
adv m; L. G. Placke, asst adv m; A. B. 
Gislason, med coord: R. A. Line, J. T. 
Gerhard, F. J. Norris, adv dept assts. 
Agencies: McCann-Erickson, Chi. (butter, 
eggs, cheese, consumer package frozen 
meat, ham & bacon, ice cream, baby meats, 
poultry, fresh meats, franks, table-ready 
meats, sausage), W. R. Kinnaird, ae; Bur- 
nett, Chi, (All-sweet margarine, End-O 
prds, Vigoro plant food), R. G. Everett, ae; 
D-F-S, Chi. (Pard dog foods, canned meats, 
Swift’ning & Jewel shortening and salad 
oil), Sewell Gardner, ae; Bert Gittins, Mil- 
waukee (Farm Plant foods, feeds, Red 
Steer plant food), Bert Gittins, ae; Ludgin, 
Chi. (peanut butter), George Rink, ae. 
Spot $1,928,990. 

Vic Tanny Enterprises, Inc. 

9536 Santa Monica Blvd., Beverly Hills. 
Vic Tanny, adv sup. 

Agencies: Stahl & Lewis, Hollywood. KH 
CCA, NYC. Spot $1,758,030. 
Tan-O-Rama, Inc. 

730 Fifth Ave., NYC. Stanley J. Leifer, up. 
Agency: Smith/Greenland, NYC, Herb 
Shor, ae. Spot $600,000. 

Tasty Baking Co. 

2801 Hunting Park Ave., Philadelphia 29 
J. P. Hurley Jr., adv m. 

Agency: Aitken-Kynett, Philadelphia. Spot 
$321,830. 

Taylor-Reed Corp. 

15 Crescent, Glenbrook, Conn. Jack House, 
adv m. 

Agency: Hicks & Greist, NYC, T. J. Crune 
wald, ae. Spot $682,280. 


Tea Council of U.S.A. 

16 E. 56th St., NYC 22. John M. Ander 
son, exec dir. 

Agency: Burnett, Chi., J. A. DeTarr, ae. 
Spot $452,370. 

Tetley Tea Co., Inc. 

483 Greenwich St., NYC 13. 

Agency: OB&M, NYC. Spot $450,000. 
Texaco Inc. 

135 E, 42nd St., NYC 17. J. H. Childs, 
gm adv & sls prom: J. F. Coogan, adv m. 
Spot $658,000. 


Texas Coffee Co. 

Beaumont, Tex. 

Agency: Gober, Beaumont, Dene Gober, ae. 
Spot $241,760. 

Texas State Optical 

860 Orleans St., Beaumont, Tex. W. Ed 
Allen, dir pr. 

Agency: EWR&R, Houston, Mary Kay 
Mansell, ae. Spot $205,000. 

Texize Chemicals Inc. 

P. O. Box 1820, Greenville, S. C B. J. 
Dodson, gen m. 

Agency: Henderson, Greenville, S. C., How- 
ard McIntyre, a sup; Peter Soutter, Jeffery 
Majette, aes. Spot $1,616,270. 


Ss. B. Thomas, Inc. 
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N. Y. John Swanson, adv m. 

Agency: MJ&A, NYC, John E. O'Brien, 

a sup. Spot $282,730. 

Tidewater Oil Co. 

4201 Wilshire Blvd., LA 5 (home office & 

western div); 660 Madison Ave., NYC 

(eastern div). J. J. Leener, nat adv m, LA. 

Agency: FC&B, LA, R. G. Humphreys, a 

sup; E. C. McDonald, ae—eastern div.; 

William Kennedy, ae—western div. Spot 

$1,056,510. 

Tobin Packing Co., Inc. 

P. O. Box 351, Albany 1. William B. 

O’Brien, adv m. 

Agency: Storm, Rochester, N. Y. Spot 

$171,610. 

Top Value Enterprises, Inc. 

126 S. Ludlow, Dayton 1. Charles H. Wa- 

terman Jr., adv m. 

Agency: Campbell-Mithun, Minneapolis, 

Ralph F. Wittgraf, ae. Spot $229,650. 

Toy Guidance Council, Inc. 

1 W. 25th St., NYC 10. Melvin Freud, pres. 

Spot $209,360. 

Tropicana Products, Inc. 

Bradenton, Fla. Anthony T. Rossi, pres. 

Agency: John L. Douglas, Bradenton, John 

Douglas, ae. Spot $393,730. 

Twentieth Century-Fox Film Corp. 

444 W. 56th St., NYC 19. S. Charles Ein- 

feld, vp adv & pub; Abe Goodman, adi 

dir; Martin Michel, tv dir. 

Agency: Charles Schlaifer, NYC, 

Wilbert, ae. Spot $385,690. 

Uddo & Taormina Co. 

107 Humboldt, Brooklyn, N. Y. Frank 

Taormina, gm. 

Agency: Carlo Vinti, NYC, Joseph Vinti, 

ae. Spot $411,590. 

Union Carbide Consumer Products 
Co., Div. Union Carbide Corp. 

270 Park Ave., NYC 17. A. H. Brust, m 

adv. 

Agency: Esty, NYC. Spot $635,670. 


United Biscuit Co. of Amer. 

Bowman Biscuit Co. Div., 842 Walnut. 
Denver 17. J. Stuart Moore, adv m. 
Agency: Durey Ranck Adv, Denver, D. G. 
Ranck, ae. Spot $180,760. 

Hekman Biscuit Co. Div., 310 28th St., 
Grand Rapids, Mich., Alan Ryan, mkt m. 
Agency: Geo. H. Hartman, Chi., Geo. H. 
Hartman Jr., ae. Spot $53,340. 

Supreme Bakers Div. (Sawyer Biscuit), 
2407-11 W. North Ave., Melrose Park, Il. 
Allan H. Baker, mktg m. 

Agency: Geo. H. Hartman, Chi., Spot 
$110,020. 

Strietmann Biscuit Co. Div., Mariemont, 
Cincinnati 27. A. H. Strietmann, adv m. 
Agency: Ralph H. Jones, Cinci., Richard 
Jones, ae. Spot: $450,910. 


United Fruit Co. 

30 St. James Ave., Boston 16. C. W. Moore, 

adv dir. 

Agency: BBDO, Boston, Dan Rossborough, 

ae. Spot $526,000. 

United Merchants & 
Manufacturers, Inc. 

1407 Broadway, NYC 18. Mervin R. Has- 

kel, pres. 

Spot $2,745,640. 

United Vintners, Inc. 


601 Fourth Ave., San Francisco 7. Irv 


Christy 
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33-01 Queens Blvd., Long Island City 1, 


Cotanch, vp nat adv & pr dir. 
Agency: H, C, H, San Francisco, Louis 
Honig, ae. Spot $1,386,970 (company) 
$274,990 (distributors). 
U. S. Borax & Chemical Corp. 
630 Shatto Pl., LA 5. Wilhelmus B. Bryan, 
adv m—20 Mule Team prds div. 
Agency: McCann-Erickson, LA, J. F. Kerr, 
ae. Spot $2,466,580. 
U. S. Rubber Co. 
1230 Ave. of Americas, NYC 20, C. H. Gil- 
bert, dir adv; Gregg T. Ward, asst dir adv: 
A. J. Hocking, adv m—footwear & g prds 
div; C. H. Shirley, adv m—tire div; H. E. 
Dadson, adv m—mech goods div: P. Bergh, 
adv m—textile div: W. H. MacHale, adi 
m—chemical div. 
Agency:FRC&H, NYC, F. D. Richards, ae. 
Spot $731,820. 
United States Time Corp. 
375 Park Ave. NYC 22. Sally Carter, 
adv m. 
Agency: Warwick & Legler, NYC. Spot 
$470,010. 
Valleydale Packers Co. 
1013 Iowa St., Salem, Va. Lester Stone, adi 
sup. 
Agency: Noble-Dury, Nashville, Mrs. Jane 
Dowden, ae. Spot $178,140. 
Volkswagen of America, 
Inc./Dealers 
476 Hudson Terrace, Englewood Cliffs, 
N. J. Paul R. Lee, adv m. 
Agency: DDB, NYC, Edward McNeilly, ae. 
Spot $225,930. 
The Wander Co. (Ovaltine Food 
Products) 
Prudential Plaza, Chicago 1 & Villa Park, 
Ill. (Ovaltine). 
Agencies: Tatham-Laird, Chi.: Clinton E. 
Frank, Chi., 54. Spot $1,890,180. 
Ward Baking Co. 
475 Fifth Ave., NYC 17. R. M. Prentice, 
dir adv. 
Agency: Grey, NYC (all Tip-Top, Harvest, 
Dandee, and Aunt Hannah products), Her- 
bert Warden, a sup. Spot $437,260. 
Warner-Lambert Pharmaceutical 
Co. 
201 Tabor Rd., Morris Plains, N.J. I. W. 
Hoff, vp & gen prd dir: G. McMasters. 
prd dir—Listerine: Gib Dannehower, prd 
dir—Bromo Seltzer: J. E. Murray, prd 
dir—Anahist; J. Anderson, prd dir—foods: 
P. Elliott-Smith, dir of new prds. 
Agencies: Lambert & Feasley, NYC (Lis- 
terine, Fizzies); Ted Bates, NYC (Ana- 
hist); Grey, NYC (Sterisol) ; BBDO, NYC 
(Bromo Seltzer). Spot $6,302,760. 
Welch Grape Juice Co. 
Westfield, N. Y. 
Agency: Manoff, NYC. Spot $2,455,920. 
James O. Welch Co. 
810 Main St., Cambridge 39, Mass. 
Agencies: Chirurg & Cairns, Boston (east 
of Rockies). H, C, H, LA (west of 
Rockies). Spot $185,000. 
West Chemical Products, Inc. 
42-16 West St., Long Island City 1, N.Y. 
J. R. Lambert, Jr., adv m. 
Agency: Gardner, NYC, D. C. Kreinik, D. 
Slattery, G. Cleland, R. Funking, aes. 
Spot $200,500. 


West End Brewing Co. 
811 Edward St., Utica 4, N. Y. Frank 


Owens, adv m. 


Agency: DDB, NYC, John F. McManus, ae. 

Spot $562,920 (company) $82,080 (dis- 

tributors). 

Western Air Lines, Inc. 

6060 Avion Dr., LA 45. Bert D. Lynn, dir 

adv & sls prom. 

Agencies: BBDO, LA; Noble, Mexico City. 

Spot $497,000. 

Westinghouse Electric Corp. 

3 Gateway Center, Pittsburgh 30. Roger H. 

Bolin, dir adv; E. W. Seay, m g adv; D. E. 

Bockover, m—Total Electric Home adv. 

Agencies: Grey, NYC; KM&G, Pittsburgh; 

M-E, NYC. Spot $208,270 (company) 

$106,250 (distributors). 

George Wiedemann Brewing Co., 
Inc. 

601 Columbia, Newport 8, Ky. H. Tracy 

Balcom, Jr., pres & gen m chg adv; Her- 

bert W. Lupton, asst adv m. 

Agency: DCS&S, NYC. Spot $646,720. 

Wilkins Coffee Co. 

513-539 R. I. Ave., NE, Washington 2. John 

H. Wilkins Jr., pres. 

Agency: Doner, Baltimore, Morton L. 

Salan, vp. Spot $226,310. 

J. B. Williams Co. 

711 Fifth Ave., NYC 22. 

Agency: Parkson, NYC, Edward Kletter, 

ae. Spot $250,400. 

Winn-Dixie Corp. 

Hillsborough Ave., Tampa. Joseph Romeo, 

adv sup. Spot $218,700. 

Winston Sale Corp. 

4100 W. Grand Ave., Chi. 51. 

Agency: Mohr & Eicott, Chi., Roy A. Mac- 

Lean, ae. Spot $106,880. 

Wisconsin Electric Power 

231 W. Michigan St., Milwaukee. Wesley 

Blish, adv m. 

Agency: Klau-Van Pietersom-Dunlap, Mil- 

waukee, Vic Lawrence, ae. $137,950. 

Wine Advisory Board 

717 Market St., San Francisco 3. D. C. 

Turrentine, brand m. Spot $136,260. 


Wisconsin Telephone Co. 

722 N. Broadway, Milwaukee 1. E. R. Han- 
auer, adv m. 

Agency: Cramer-Krasselt, Milwaukee, Ted 
Wing, ae. Spot $102,330. 

Wise Potato Chip Co. 

Berwick, Pa, William A. Stimeling, adv m. 
Agency: Lynn, Wilkes-Barre, S. C. B. Lynn, 
ae. Spot $110,530. 


Wolf’s Bakery 

Lafayette, La. William Wolf, adv sup. 
Agency: Purnell, Dallas, Lew Purnell, ae. 
Spot $174,380. 


Woodward & Lothrop 

10th, llth, F & G Sts., NW, Washington 13. 
Julia Lee, dir sls prom & pr. 

Agency: Martin, Washington, Harwood 
Martin, ae. Spot $109,560. 


Wm. Wrigley Jr. Co. 

410 N. Michigan Ave., Chicago 11. Wrigley 
Offeld, adv m. 

Agency: Arthur Meyerhoff, Chicago. Spot 
$7,810,220. 


Zales Jewelry 

512 S. Akard, Dallas. J. L. Wilson, vp adt 
dir. 

Agency: Bloom, Dallas, Aaron Pearlman, 
ae. Spot $207,840 (company) $30,980 
(dealers). 






















P-K-L (Continued from page 37) 


The way Mr. Grulich tells it, he 
and P-K-L began more or less simul- 
taneously and independently. Some 
16 months ago Norman Grulich was 
sitting in Nassau pondering his idea 
of self, which at that time was rep- 
resented domestically by executive 
management of the $12-million Prell 
and Crest accounts at Benton & 
Bowles. Returning to the routine at 
B&B, he found some pink call slips 
from one Fred Papert of Papert, 
Koenig, Lois. “I thought it was an 
insurance company,” Mr. Grulich re- 
called, “and I didn’t need any insur- 
ance. Fred had got my name from 
a friend. The creative trio was look- 
ing for a super account man, a kind 
of hybrid guy. 

“I remember coming into discuss 
it at night. It was rather depressing, 
actually, as far as the prospects ap- 
peared. The company had about nine 
employes. They had Coldene, a mil- 
lion-dollar account, but they weren’t 
billing any of it then. They had Alle- 
rest, a product with no advertising, 
and Magna Dolphin Motors, and 
they were doing some special things 
for Ladies Home Journal. 


Meeting of Minds 


“The three of them—Papert, Koe- 
nig and Lois—had got together in 
January 1960. Fred was originally 
creative supervisor on the Pepsi ac- 
count at Kenyon & Eckhardt, I think, 
and later was Papert & Freed, and on 
one side of the ampersand in some 
other companies. Julian Koenig came 
from Doyle Dane Bernbach, and so 
did Lois. 

“One of the first things they de- 
cided was that they needed someone 
to take on accounts—a strong ac- 
count man—which was, in a sense, 
Why? Three 


creative men looking for an account 


courageous. strong 
man as strong in his field as they in 
theirs. Pharmacraft didn’t want a 
P&G guy who was going to teach 
them how to save $100,000 while 
spending half a million. They really 
wanted someone who would double 
as a buyer. Well, anyhow, they ended 
up with me. I came over because I 
was bored where I was, the proposi- 





tion was attractive, and I liked their 
ads.” 

Mr. Grulich pointed to a bulletin 
board with various samples of com- 
pany work pinned in business-like 
disarray—a picture of the reception- 
room chair from Laverne, some slick 
proofs of the surrealistic Wolfschmidt 
vodka ads, the Ron Rico Rum Bloody 
Maria, Ronson ads, a Peanuts car- 
toon and a pair of holsters full of 
Coldene facing each other across a 
spread. “I remember liking the hol- 
sters,” Mr. Grulich added. “Most of 


the other ads weren’t done then.” 


No Applicant Dearth 

Since joining the agency, over and 
above his supervision of accounts, 
Mr. Grulich has been busily hiring 
the management personnel to take 
care of all the new business. “You 
know, it’s amazing how many people 
want to work for a creative agency 
such as this.” 

In the April McKittrick agency 
listing, the number of top manage- 
ment personnel is shown to have 
doubled over the previous issue (De- 
cember), from eight to 16, while in 
the same source the number of ac- 
counts has jumped from eight to 15. 
(The big four fall together alpha- 
betically: Peugeot, Inc.; Pharmacraft 
Labs; Ronson Corp.; Seagram.) 

Mr. Grulich brought in Bill Mur- 
phy, vice president and media direc- 
tor, who in turn developed a media 
department of some eight or 10 peo- 
ple. “That’s as many as were in the 
whole place a year ago,” said Mr. 
Grulich, adding that Mr. Murphy 
had been on the General Foods and 
Instant Maxwell House account be- 
fore joining P-K-L. 


‘Only 55 Over $8 Million’ 


Mr. Murphy, as if in response to 
a signal, materialized in the door- 
way, grinned and slumped into a 
campaign chair. “Guess what,” he 
announced, “I just read that there 
are only 55 agencies billing over $8 
million.” 

(Since this remark, the agency has 
added some accounts which, com- 
bined with expansion potential of 
the other accounts, is estimated to 
bring billings over $10 million in the 





year ahead. The new accounts are: 
Exquisite Form Industries; Fabergé, 
Inc.; Harvey Probber, Inc.; New 
York Herald Tribune; wNew Radio; 
Xerox Corp.) 

According to his peers in the 
agency, Mr. Murphy is sort of the 
Strategic Air Command, the delivery 
capability. While at Benton & Bowles, 
he was in charge of buying tons of 
tv ID’s for Instant Maxwell House 
at a time when nobody was buying 
ID’s, and put that brand in a front 
position which it still commands. 

Like nearly everyone on the staff, 
Mr. Murphy is utterly easygoing, shy 
of publicity and unbefouled by man- 
nerism. He is also radio-tv-active. 
P-K-L now bills about 40 per cent 
of its gross in television, with the 
biggest shares in Coldene and Al- 
lerest. Dilly Beans, from  Park- 
Hagna, and some other company 
accounts, have also given the com- 
pany room to run for the home 
screen. 


Too Expensive Adjuncts 


Mr. Murphy does not rely on copy 
testing and internal research depart- 
ments. These would be too expensive 
for an agency just of age. More im- 
portant, Mr. Murphy believes he can 
get the job done better or as well 
going to the companies that spe- 
cialize in media studies. 

Under Mr. Murphy are such people 
as Tim McClintock, former media su- 
pervisor at Dancer-Fitzgerald-Sample, 
and Carol Lewis, radio-tv timebuyer 
from McCann-Erickson. And _ there 
are more coming. 

In operation, these people have 
consistently cut corners on_ the 
budget and made media work at top 
efficiency for the clients. Considera- 
tions of cost, reach and effectiveness 
have seemingly accounted for the 
increased use of tv. In terms of the 
anticipated billings of $10 million 
this year, the tv part of the pie is 
expected to pass 50 per cent. 

Although it is still considered a 
comer by the most knowledgeable 
people in the business, P-K-L already 
has lost much of its precocious-child 
look among agencies. This is partly 
the result of success, and the threat 
of competition, and partly the result 
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of some of the tactics the young 
agency has used to capture the at- 
tention of consumers and potential 
clients. A notorious example is the 
recent series of Peugeot ads that 
stood in imitation of the Volkswagen 


ads. 


Act of Piracy 


The Volkswagen “Think Small” 
campaign had won almost every 
major award for the agency, Doyle 
Dane Bernbach. Then Papert, Koenig, 
Lois, in an unprecedented act of 
ad-style piracy, appeared with an ad 
for Peugeot that was in type-style 
and layout essentially a duplicate of 
the Volkswagen ad. But where Volks- 
wagen said, “Think Small,” in the 
headline, Peugeot said, “You Thought 
Small.” Turn page. “Now Think a 
Little Bigger.” 

When the campaign began appear- 
ing, a sensitive seismograph could 
have detected a tremor passing along 
Madison Avenue. This was not only 
heresy, it was sacrilege. The board 
chairman of one rival agency (this 
kind of creativity really has no 
rivals) said the campaign showed a 
lack of discipline in the agency. An- 
other advertising executive called it 
suicide. One compared it to the 
Brinks 
some speculation about 
P-K-L might be legally 
Doyle Dane Bernbach for trading on 


robbery. There was even 
whether 


liable to 


what was basically a creative product 


of DDB. 
Ironical Larceny 


The true irony and extent of the 
brilliant larceny was known only to 
Doyle Dane Bernbach and insiders. 
For the covy of the Peugeot ad was 
written by the same man who carved 
out the Volkswagen ads at DDB, thus 
making it almost an act of revenge, 
or at least a means whereby a highly 
creative man could retain something 
of a campaign despite a change of 
agency. It was a little like hiring his 
ex-wife as his secretary. 

Here is more background: 

Seventeen months ago, Julian 
Koenig and George Lois were con- 
tentedly pastured at Doyle Dane Bern- 
bach. Perhaps “pastured” is exactly 
the wrong word. They were both crea- 
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tive hot-shots, and that kind of man 
is well treated at DDB. Mr. Lois had 
known Mr. Papert when they 
worked together at Sudler & Hen- 
nessey. Mr. Papert had gone on to 
try to make go a_ consultant-type 
operation, and Mr. Lois had gone 
to Doyle Dane Bernbach, where he 
met Julian Koenig. Mr. Lois would 
kid Mr. Papert that he had finally 
met a copywriter who was better than 
Mr. Papert. This perplexing notion 
stuck in Mr. Papert’s mind when he 
decided to set up P-K-L at the end 
of 1959. 

Although the agency would prob- 
ably deny it, the outside story of how 
it came to be seems usual. This ver- 
sion has it that Mr. Papert knew 
that the eastern distributorship for 
Renault and Peugeot was open, and 
pitched them with the question: “If 
I get the men who worked on the 
Volkswagen campaign, can I have the 
account?” Again according to this 
unofficial version, the client said, 
“Sure, are you nuts, you'll never get 
them.” 


Room for One More 


Fred Papert got George Lois and 
Julian Koenig, but it wasn’t easy. 

“What did I have to offer?” he 
asks, looking back on the feat. “They 
had terrific jobs. Everything was 
going against it. New agencies were 
dying like flies—a haircurling mor- 
tality rate. Every agency thinks it 
can take off with the usual $300,000 
account, and that first $300,000 ac- 
count always comes in at $75,- 
000... .” 

“He had like a $150,000 account,” 
George Lois says. “You can’t pay 
anybody on that. You can’t pay your 
light bill. We all went into it know- 
ing that if we didn’t make it, we could 
get a good job somewhere else. . . . 
When he asked me to come over, I 
said ‘Why should I? I’m working 
at the only agency where I can work.’ 
Then I thought, hell, if Bernbach is 
the only creative agency in town 
there must be room for another. 
There’re others, of course, but try 
to name them. There’s Ogilvy, but 
that’s Ogilvy—a | There’s 
Hockaday, an agency I happen to 
micas 


genius. 





“Look around, what do you see, 
where’s the creativity, whom would 
you trust with a cimpaign?” Fred 
Papert said, upstai'; in his view. 
“Ogilvy, Bernbach, 


others—then what? ‘Luere is always 


‘urnett, a few 


a great precedent for mediocrity in 
agency work. All the Dristan’s, the 
$7-million campaigns and repetition 
. . 'm not saying Rosser Reeves 
isn’t right. Repetition and that type 
campaign can go, but you don’t al- 
ways have that kind of money. 


Preference for Vigor 


“We came in with Allerest and 
are chasing Dristan. When you come 
down to it, I prefer a good vigorous 
Bates ad to most of these others. A 
Bates ad at least has guts—and 
Bates is one of the shrewest media 
buyers in the business. But this is 
not a nation of clods. We think peo- 
ple are reasonable, sensible, smart. 
They see, and they see the difference. 

“Inside every bad client is a good 
client screaming to get out. Bad 
clients are the result of bad agen- 
ms a4. 

Julian Koenig (almost rhymes with 
pfennig) occupies what seems on first 
impression to be a hothouse or green- 
house in the corner of the 28th floor. 
Exotic and erotic ads, with erotic 
and exotic legends and captions, 
bloom among the ferns, under the 
moss and silkscreens on the desk and 
against the dank walls. The air is 
laden with photosynthesis or some- 


thing equally heavy and creative. 


Complex Chemistry 


Perhaps it is the chemistry of the 
master body-copyist of the ‘Swing- 
ing *60s’, the Maxwell Bodenheim of 
bell-ringing headlines, the man af- 
fectionately called a Dartmouth beat- 
nik by the few who really know him. 
A secretary no longer with the 
agency swears he used to look at his 
watch in the middle of a conference 
and dash out to catch the last race 
at Aqueduct—but her testimony may 
be prejudiced. 

Apart from Groucho-like eyebrows, 
an indefinable seediness of dress and 


(Continued on page 92) 
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Happy Breed (Continued from 32) 


of action-film programs, not only 
slotted the aforementioned Steve 
Allen opposite Wagon Train, but has 
five-— count ‘em, five — half-hour 
situation comedies in a row scheduled 
for Thursday nights. (Are the hour- 
long action-adventure shows fin- 
ished ? ) 


A Look at the Ratings 


In reverse order, a look at what's 
been happening to the ratings of ac- 
tion-adventure programming belies 
the rumor that audiences are turning 
to “lighter” viewing. An A. C. Niel- 
sen check of 24 action-adventure 
stanzas for the second week in Octo- 
ber *60, January 61 and May ‘61 
showed the average-audience rating 
fluctuating from 16.9 to 18.2 to 15.5, 
respectively. Quite a drop recently, 
you say? Not when the seasonal view- 
ing factors are taken into account— 
factors that caused the average-audi- 
ence figure for all evening programs 
(117) to vary from 17.7 to 19.7 to 
15.7 for the same three periods. If 
anything, it might be said that—in 
spite of the current outcries over the 
objectionable qualities often found 
in the actioners—they’re more popu- 
lar than ever with viewers. 


No Action Increase 


Still, next fall’s schedule doesn’t 
show an increase in this type of pro- 
gramming. Nine straight action-ad- 
venture stanzas will be on, including 
familiar ones such as Surfside 6, 
Roaring °20s and Checkmate, with 
only one newcomer, Follow The Sun, 
joining the list. A separate category 
in the action-adventure areas, how- 
ever, is that of the “cops-and-rob- 
bers” show, and here is a considerable 
number of additions to last sea- 
son’s carry-overs, Naked City, Robert 
Taylor's Detectives and The Untouch- 
ables. Among the seven shooting 
shows to be aired this fall are Cain’s 
Hundred, The New Breed, 87th Pre- 
cinct and Target: The Corruptors. 
Indeed, during the 10-11 p.m. hour 
four nights out of seven, viewers will 
have an opportunity to witness 
mythical law-enforcement officers of 
local or Federal government corner- 





ing racketeers and criminals. 

Helping to reduce the number of 
action-adventure shows this season, 
however, is a new form of hour-long 
show called “situation drama.” Into 
this category fall at least five new 
programs: Dr. Kildare, Ben Casey, 
Window on Main St., The Defenders 
and Bus Stop, all of which are pur- 
portedly dramatic programs in con- 
tent, but with continuing characters. 
Accents here are expected to be on 
personal problems, with leavening 
dashes of humor, rather than on 
“good guys” vs. “bad guys.” 

Still, adding all of the above-men- 
tioned program types together in a 
rough “action-adventure” classifica- 
tion, only some 22 such programs are 
included 


from last season. Sponsor unrest? 


a reduction of two or three 





Firecracker Complaints 


“We're sensitive, of course, to pub- 
lic statements,” said the advertising 
manager of a large tobacco firm in- 
volved with a half-dozen network 
shows each season, “and nobody 
wants an overemphasis on violence. 
But my personal feeling is that the 
complaints are like those about fire- 
crackers on the Fourth of July: you 
hear about the few injuries, but not 
about the millions of kids who have 
safe, harmless fun.” The advertiser, 
in several programs of the type lend- 
ing themselves to violent treatment, 
thinks “it’s the current trend in pro- 
grams that in itself produces violence 
—and the trend will change in time 
as it has in the past. It’s pretty dif- 
ficult to have violence in situation 
comedies or in quiz programs, but 
it’s hard to have a western or detec- 
tive program without it.” 


Emphasis on Drama 


“Adventure shows per se,” said a 
soap-company executive, “are over 
the hill so far as we’re concerned. 
Sponsors, producers and networks 
are all acting to make the trend to- 
ward comedy pick up speed, but 
there’s not going to be any sudden 
switch. What will happen, | feel, is 
that there will be more emphasis on 
characters in dramatic situations next 
season and afterwards. The public 
itself hasn’t shown any measurable 
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distaste toward the kind of program- 
ming it’s being offered now; it seems 
to have an insatiable appetite for 
violence — but this doesn’t remove 
any responsibility from the shoulders 
of the networks and producers.” 

If there promises to be fewer shoot- 
ings, stabbings and beatings on tv 
next season, what about other trends? 
Perhaps the most dramatic is the 
fact that only a single new western 
—CBS-TV’s Frontier Circus—will go 
on the air in September. Are westerns 
through, as 
columnists have predicted for the past 


really numerous tv 
two years? Not at all, as a glance at 
the type-of-program chart on pages 
34 and 35 will show. More than a 
dozen westerns will be on television 
this fall, with eight of the shows one 
hour in length. 


S.R.O. Hoss Operas 


At least seven of the oaters were 
fully sold at press time. Chevrolet’s 
purchase of Bonanza (full sponsor- 
ship on an every-week basis, ending 
a 10-year relationship with Dinah 
Shore testified to one advertiser’s 
firm belief that ‘western interest re- 
mains high. At Remington Rand, a 
spokesman for the longtime Gun- 
smoke sponsor reported the company 
had “no misgivings” when it was sug- 
gested that the program be stretched 
to an hour from its standard 30- 
minute format. “We felt the show 
would have a new look and a new 
lease on life,” he said, “and we'll go 
along with it until things are proved 
different. A trend away from action 
programming? That’s not particu- 
larly our problem; the show’s never 
been preoccupied with violence. After 
all, it’s hard to fault a series that’s 
stayed on top for so long.” 


NBC Film Factor 


Was anything bothering the adver- 
tiser insofar as the coming season is 
concerned? “No — well, it'll be in- 
teresting to see how our show does 
opposite NBC’s feature movies. That’s 
really an unknown factor, and we’re 
interested in the results.” 

With fewer westerns and fewer 
action-adventure shows than last 
year, the swing might be expected to 
be toward situation comedy. How- 


88 July 24, 1961, Television Age 





ever, a comparison of each network’s 
schedules reveals ABC-TV has only 
two more half-hour situation-comedy 
programs, NBC-TV has only one 
more and CBS-TV has no more slated 
for 61 than it did for *60. Any talk 
of a “trend” might be credited to the 
fact that the coming successors to 
Angel, Tab Hunter and Nanette Fab- 
ray are such highly touted shows as 
Joey Bishop’s, Dick Van Dyke's, 
Shirley Booth’s and Gertrude Berg’s 
—all of which have been in the plan- 
ning stages for considerable periods 
of time, and thus have received per- 
haps unduly large measures of 
publicity. 

Will the programs live up to their 
advance notices? “We’re perfectly 
happy with all of our fall programs,” 
said a General Foods official, “and 
that includes Mrs. G. Goes to Col- 
lege. Yes, it’s true we talked about 
sharing the sponsorship of it with 
another advertiser, so that we could 
spread some of our brands to other 
programs; no, the move wasn’t 
brought up out of any sense of dis- 
satisfaction with the show.” (General 
Foods, it must be remembered, re- 
cently went from an alternate-week 
buy of CBS-TV’s Alvin cartoon show 
to a full-sponsorship deal when Gen- 
eral Toy dropped its half of the pro- 
gram. The “unplanned” move could 
have eaten up part of the Mrs. GC. 
budget. ) 


GF Stays Aloof 


How does the food giant see the 
balance of the new line-ups? “We 
hold ourselves away from other pro- 
grams. About 14 years ago, we dis- 
covered that our products didn’t lend 
themselves to the ‘action’ type of 
show — and we found great success 
with things like Mama and I Love 
Lucy, Danny Thomas and the rest. 
Other advertisers can use what they 
think best; it doesn’t affect us.” 

Yes, but what about the lead-ins 
provided General Foods programs by 
more action-minded sponsors? “Nat- 
urally, we want the best lead-ins for 
our programs, and the networks know 
it. Scheduling, though, is their busi- 
ness, and we feel they try to keep as 
much of the audience for as long as 
possible. As to a show such as Check- 


mate preceding our Gertrude Berg 
show — well, it’s proven popular. 
There’s no denying that.” 

Still looking for a new fall trend, 
how about cartoons? A few more, 
yes, but certainly nothing of trend 
proportions. Alvin, Top Cat, Calvin 
and the Colonel will join Bugs Bunny 
and The Flintstones. The increased 
number of pen-and-ink stanzas is not 
yet enough to cause sponsor fears of 
saturation. (“We don’t think Joey 
Bishop’s going to make it opposite 
us,” said a Top Cat advertiser with 
confidence.) If the new season’s rat- 
ings match those quickly attained by 
cartoon shows last year, animation 


could be the big trend of 62-63. 


Live Programming 


But, staying with the coming sea- 
son, how about that surge of live 
programming? The “surge” totals up 
to 14 programs, excluding the public- 
affairs stanzas — compared to 13 last 
season. Included in the ’61-°62 roster 
are Bob Newhart, /nternational 
Showtime, Du Pont Show of the 
Week and Steve Allen. Allen and 
Newhart, along with Red Skelton, 
Dinah Shore, Perry Como and Ed 
Sullivan will provide most of the 
season’s live comedy and variety en- 
tertainment. Mitch Miller, Lawrence 
Welk and Bell Telephone Hour will 
take care of music. Throw in a 
couple of familiar panel shows — 
I’ve Got a Secret, The Price Is Right 
—and the Armstrong/U.S. Steel 
dramas, and the season’s live line- 
up proves to be small, but varied. 


Varied Buying Pattern 


Varied, in fact, is a pertinent word 
for the buying pattern of most of the 
nighttime network advertisers. Again 
and again, the examples of “hedging” 
a program bet appear. The General 
Foods pattern — staying with one 
type of program throughout the 


schedule is seldom evident. Col- 





gate, Lever, Brown & Williamson, 
Philip Morris, S. C. Johnson, Mars 
candy, P&G and the others are as 
likely to advertise in a western as in 
a situation comedy, a mystery or an 
action-adventure series. 

“Our buying for the season was 


simple,” said a Philip Morris execu- 


















tive. “We renewed all of last year’s 
programs. That doesn’t mean we 
didn’t like any of the new shows we 
were offered, but we didn’t see any- 
thing that was better than what we 
had [Route 66, Rawhide, Dobie 
Gillis, others]. Everything was suc- 
cessful last season and will probably 
remain that way. The new schedules? 
Nothing particularly original — and 
I guess that’s always the chief com- 
plaint — and the line-ups aren’t 
balanced, I imagine, but I doubt if 
they’re any less balanced than usual.” 

What does an advertiser look for 
in choosing a variety of programs. 
“Efficiency” was the answer of 
several companies. “Sure, we accept 
What else is there? 
There’s no pressure on us to buy a 


the ratings. 


certain kind of program, any more 
than viewers are forced to turn on 


their sets. 


‘Saw What We Wanted’ 
“Why did we buy so early this 
year? Not fast- 


talked into it, or because we thought 


because we were 
we'd be locked out of good time slots. 
We saw what we wanted and decided 
to take it before someone else did. 
That’s the business — if you don’t 
want a show, or aren’t willing to pay 
the price, somebody else will. If a 
sold, the 
door 


show can’t be networks 


knock on 


Like any 


distress 
kind of 


merchandise, 


your with 


prices. other 
marked - down some- 
times you get a bargain — more 
often you get what you pay for.” 

In spite of CBS’ difficulties with 
CBS Reports, the other public-affairs 
series for fall gained sponsor in- 
terest. NBC signed Gulf Oil for Frank 
McGee’s Here and Now and Douglas 
Fir Plywood Association and Procter 
& Gamble for David Brinkley’s 
Journal. CBS has American Cyana- 
mid in Eyewitness, and Bell & Howell 
is in ABC’s Close-Up shows. While 
the regularly scheduled programs 
represent a considerable increase over 
last fall’s couple of titles, it is to be 
noticed that the networks have placed 
their public-affairs efforts at the tail- 
end of the nightly schedule in every 
instance. Is this evidence of advertiser 
pressure on the networks to keep low- 
rated shows from leading into their 


efforts? 

“I don’t see how we can properly 
influence any mass media — maga- 
zines, newspapers or tv — to do 


anything,” said one important <ad- 
vertiser. “The networks are in the 
business of selling programs; they 
have programming experts and we 
haven’t, so we accept the fact that 
they’re trying to make as strong a 
line-up as possible. They know, of 
course, the problem of selling a pro- 
gram that has an extremely weak 
show before it. No one has te put 
them 
obvious thing.” 


pressure on over such an 

These conclusions can be offered 
about the upcoming season, then. As 
might be expected, the emphasis is 
on escapism and light entertainment. 
Balance is there on an hour-by-hour 
basis, with viewers having their 
choice of comedy, western, action or 
watered-down drama in almost any 
time period. Few periods offer less 
than three choices. 

From the 


point, sports fans and devotees of 


over-all balance view- 
drama (in its meaning of “weighty” 
plays) are slighted as in the past few 
Three 


comedy 


seasons. all-music programs, 


four ventures and_ three 
variety shows are there for the lovers 
of bright entertainment. Cartoons 
for the kids, mysteries for the detec- 
tive fans and public affairs for the 
critics — what more could be wanted. 
(Opera? Ballet? Concerts? Book re- 
views? There’s always Sunday after- 
schedules, of 


noon and the local 


course. } 


Year of Preparation 


If the networks had not sold many 
of the programs so long ago, would 
they be frantically _ re - routining 
today ? The answer is no, for the task 
would be an impossibility. Despite 
the Government's heightened interest 
in tv, the shows premiering this Sep- 
tember have been in preparation for 
more than a year in most instances. 
New presentations for °62-63 are yet 
in early stages, too early to allow 
them to serve as replacements now. 

And, were the inquisitors of Foley 
Square to call the nation’s major ad- 
vertisers to testify — as they prob- 





ably will in time they would find 





| 


a 





{voi TIN: 





























YOU'RE IN THIS 
PICTURE 





A veteran newsman focuses on TV's 
insiders — programmers, sponsors, 
ad agency and network executives, | 
writers and producers — in the first 
in-depth study of the industry; its 
sponsors and viewers, scandals and 
profits, ratings and government reg- 
ulations, censorship and pay TV. “A 
precise, beautifully objective and 
tremendously interesting study.” 
— ROD SERLING 
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the client perfectly content just now 
with his selections for the coming 
season. “The show we love today,” 
said one such advertiser, “can be the 
one we hate tomorrow if the ratings 
go down. In buying, we do the best 
we can. Much of it is guessing along 
with the networks. You may be right, 
or you may be wrong. Right now, we 
feel the public will like the programs 
we bought just as much as we do.” 

Nothing is to be gained by self- 
recriminations, many firms agree. 
“We looked at everything,” another 
said, “and if you can name a type 
of program that wasn’t offered, you 
will have a truly original program 
idea. So it wasn’t just that there’s a 
concentration on westerns or what- 
ever. In our business, we can’t buy a 
show merely because it’s different 
from what's on the air. We buy what 
we like and let the competition worry 
about what it should buy.” 

It’s unusual in any field to find 
every customer satisfied with his pur- 
chase, but nighttime tv’s major clients 
admit now to nothing else. The pub- 
lic’s reaction to their new or familiar 
programs during the next few 
months, however, may make a highly 
regarded show even more highly re- 
garded — or cursed by its sponsors. 





Revlon 


(Continued from page 39) 


The commercial, brought in for an 
estimated $16,000, should have taken 
two days of shooting, but was com- 
pleted in one all-night session. “We 
planned it as though we were shoot- 
ing live tv, and it worked wonder- 
fully,” says Mr. Colarossi. “We had 
our shots ready to go, and we had 
our lights ready.” 

Filmaster, which has facilities in 
Orlando, Fla., as well as on the west 
coast, flew in from Hollywood, Skeets 
Southcott, director of photography. 
Charlene Holt, New York fashion 
model, was the star of the commer- 
cial, and Bud Townsend was the di- 
rector. The production has apparently 
paid off for all parties, and espe- 
cially for the producer: Filmaster 
has been commissioned by Warwick 
& Legler to produce three more com- 
mercials in color for Revlon. 
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‘Kings’ (Continued from page 41) 


when the lustre is off some of the fall 
openers. 

The public reaction to An Age of 
Kings surprised New Jersey Standard 
officials, admitted Mr. Lamb, who 
had really expected the program to 
do better critically than publicly, 
feeling that a steady diet of Shakes- 
speare might be too much even for 
the followers of The Play of the 
Week. By the end of the series, how- 
ever, congratulatory letters totaled 
36,000—more than the company had 
received for The Play. 

Many of these letters came from 
teachers and students of high schools 
and colleges. Jersey Standard had 
planned to put An Age of Kings into 
an educational framework, and had 
distributed 100,000 booklets on the 
program to schools and colleges, but 
necessitated 


the demand printing 


50,000 more, most of which were 





Spot 


(Continued from page 31) 


situation for many spot advertisers 
appears uncertain, and they are be- 
ing especially cautious: with record 
budgets at hand, and with new pro- 
ducts to explode on the market in 
new ways, they seem to be more 
aware of their competitor’s plans 
than of their own. 

Spot salesmen, polled by this 
magazine to get an idea of the picture 
their 
generally optimistic about fall busi- 


from point of view, were 
ness, although they conceded that the 
summer has been unusually slow. The 
additional time availabilities, they are 
sure to a man, will inevitably result 
in increased business “once the smoke 
clears.” 

“The use of two 20’s over a 20 
and a 10 ought to result in at least a 
10-per-cent increase, and that’s being 
conservative,” said an executive for 
one station rep firm. “After all, if 
the media values are superior, and we 
think they are, advertisers will have 
to go along.” 

And as they go along, spot tele- 
vision will set new billings records— 
in the face of criticism from its 
customers. 


snapped up by the end of the series. 
The program was apparently used as 
homework assignments for history 
and English courses in many schools. 

As was its experience with The 
Play of the Week, Jersey Standard 
found a good percentage of the letters 
contained praise for the low-key com- 
mercials in An Age of Kings. The 
company’s policy on commercials has 
been to concentrate primarily on the 
institutional and to schedule them 
infrequently and logically within the 
framework of the program. It learned 
the hard way, however, that, contrary 
to what many believe, too few com- 
mercials can be as bad as too many. 


Unused Commercials 

At the beginning of The Play of 
the Week series, the company placed 
only one break in the two-hour-long 
program, but received so many let- 
ters from viewers complaining that 
they weren’t given enough chance to 
get away from the set that another 
break was inserted. Even at that the 
company didn’t use up all its com- 
mercial time, and the stations were 
left hanging. The solution was to 
show a picture of a clock on the 
screen and play soothing music while 
the second hand marked off the time. 
This practice was continued through- 
out the Age of Kings series (even 
though some viewers complained that 
the music and the moving hand hyp- 
notized them and they still couldn’t 


move from their sets). 


Informational Spots 


Most of the commercials were pro- 
duced from footage from informa- 
tional films already in Jersey Stand- 
ard’s library which told of the com- 
pany’s activities in various fields. 
One exception was the first program, 
which featured an intermission inter- 
view of Mr. Rathbone, who explained 
the company’s reason for sponsoring 
An Age of Kings. To the statement 
that he could reach an even greater 
audience with a western or an action 
program, Mr. Rathbone answered, 
“Maybe so 
Standard feel that by pre- 


. It's just that we at 
Jersey 
senting An Age of Kings we are able 
to bring something unusual to tele- 


vision And this program has 




















plenty of action, too, if that’s what a 
viewer is looking for.” 

As evidence that Jersey Standard 
isn’t looking for numbers alone in its 
television advertising, the company 
shies away from much of the more 
conventional fare offered to it as a 
possible vehicle. “Fortunately,” said 
Mr. Lamb, “the company doesn’t de- 
mand a sales curve plotted on ratings. 
We have to use the ratings as a 
general guide, but we certainly don’t 
depend on them for our choice of 


show.” 


Flexibility of Budget 


The company’s budget, too, is 
flexible enough to allow a variety of 
choice in programs. While there is a 
fixed amount set aside for the daily 
news and weather shows which are 
calculable, an extra allocation can 
be made for special projects. This 
also allows the company to pick a 
program for sponsorship at any time 
of the year. In 1960 $650,000 was 
allocated for the newscasts, while 
the amount spent on The Play of the 
Week was $887,000 for 18 weeks. 
In contrast, the budget for An Age 
of Kings this year was $385,000. The 
lower cost was partly due to the 
lower time costs as compared to those 
for The Play, and partly because the 
company did not underwrite the cost 
of the production of the second 
series. 

Further tv plans of Jersey Stand- 
ard are still very much unformed. 
According to Mr. Lamb, it hopes to 
find another vehicle, not only be- 
cause of the good job television has 
done for it, but because it realizes 
that the viewers it has won with its 
previous projects are likely to be 
eager followers of future ones. 


Dubious of One-Shots 


The problem is, however, to find 
the right vehicle. The company is 
dubious about the value of one-shot 
specials for its purposes. Because of 
the deliberately soft-sell commercials, 
it needs regular exposure over a 
period of time in order to build up 
an impression. In this case, a series 


is the obvious answer, but the high 


standards already set up by the com- 


pany limit it to an equally high- 
quality program. Naturally, there will 
be nothing forthcoming in the fall, 
but hopefully the company plans to 
look for something around the be- 
sinning of next year. It may even be 
conceivable, according to Mr. Lamb, 
that failing to find a suitable series, 
the company will initiate one itself. 


Reverse Lend-Lease 


An Age of Kings was secured from 
the BBC by Metropolitan Broadcast- 
ing Corp.’s WNEW-TV in New York 
after it had run successfully in Eng- 
land. The station planned to put it 
on even if it had to be sustaining, 
but Jersey Standard saw in the pro- 
gram a good: follow-up to its Play 
of the Week sponsorship and took it 
on both the New York and Washing- 
ton independents. 

The time periods available on the 
two stations suited both the stations 
and the company, as the series was 
seen twice a week in prime time. 
Mr. Lamb does not subscribe to the 
tenet that “people will look at a 
good program no matter what time 
it is on,” and available time period 
on a local station is one of the guide 
lines for choosing a possible pro- 
gram. “We might have sponsored 
some of the many public-affairs 
shows,” said Mr. Lamb, “but we 
didn’t want to be on Sunday after- 


noon.’ 


Hands-off Policy 


In any future venture that New 
Jersey Standard takes on, it plans 
to continue its hands-off policy on 
program content and production tech- 
niques. Now that the company has 
discovered that even Shakespeare 





and his historical plays at that—can 
be box-office material, it has paved 
the way for its sponsorship of quality 
programs of every type. 

An Age of Kings, distributed by 
Peter M. Roebuck & Co., Inc., has 
already been sold in 11 markets for 
the next season. 

The series is also slated for pres- 
National 
Television next fall, and will include 


entation by Educational 


explanations by Dr. Frank Baxter. 


STORY 
BOARD 


WTRF-TV 


ANGRY FATHER: "Young man, 
what's the idea of bringing my 
daughter home at 3 in the 
morning?" 

SUITOR: “It started to rain!" 


wtrf-tv Wheeling 
THE TALL MAN from way 
outer space stood in the desert 
with his disintegrating gun leveled on a 
tall cactus. "We have ways of making you 
talk,” he threatened. 





T. R. Effic! 


Wheeling wtrf-tv 
HUMAN TRADER! Maybe we should try to 
trade a few of our beatniks for some Cuban 
sugar. 


wtrf-tv Wheeling 
ST. PETER: “How did you get here?" 
NEW ARRIVAL: “'Fiu." 

Wheeling wirf-tv 
A MOTHER PIGEON and her young son were 
preparing to migrate to Florida. The baby 
was afraid te couldn't make the trip. ‘Don't 
worry,” said Mama Pigeon, “I'll tie an end 
of a piece of string around my leg and put 
the other end around your neck. If you tire, 
I'll help you along."" The baby pigeon be- 
gan to wail. ‘But,"’ he protested, “! don't 
want to be pigeon towed!" 


wtrf-tv Wheeling 
SIGN in a department store: “There's no tax 
on this perfume. The type of man it attracts 
is not considered a luxury.” 


Wheeling wirf-tv 
MERCHANDISING services can be arranaed 
to strengthen ycur WTRF-TV spot schedule. 
We want to show you the impact of TV in 
this Wheeling-Steubenville Industrial Ohio 
Valley so see cur rep George P. Holling- 
bery for specifics. 


CHANNEL 
SEVEN 


WHEELING, 
WEST VIRGINIA 





INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces * New 
appointments, newly decorated « 
New 21” color TV « FM radio « New 
controlled air conditioning « New 
extension phones in bathroom ¢ New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Suites to $60 
Special rates by the month or lease 


Robert Sarason, General Manager 
ORegon 9-3900 
Teletype: NY 1-4295 
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P-K-L (Continued from page 86) 


a somewhat scientific phrenology, 
Mr. Koenig when he comes in seems 
hardly to warrant such an introduc- 
tion. He finesses his thoughts some- 
what more adeptly than the other 
executives, but shares with them the 
salty colloquialism, the campaign 
chairs and the braided wastebaskets. 

Just as he is saying that talent 
is a rare commodity, a_ secretary 
glides in and a cryptic exchange takes 
place having to do with a call from 
an employment agency. Mr. Koenig 
is piqued by the timing and waves off 
the call. 


More Than Repetition 


“The function of art is to turn 
good sense into good advertising,” 
Mr. Koenig says, padding softly 
beside the tropical plants on the 
steampipes. “Advertising is far more 
than repetition. After you have ar- 
rived at your product premise, or 
whatever you choose to call it, you 
must gain attention for it in an 
imaginative and sensible way, a com- 
bination of sense and drama. All ads 
have an idea. Renault runs rings in- 
side other cars. We went to the 
product and lived with it and learned 
from it...” 

He gestured toward a rich panel 
of page proofs. Among the headlines: 
Seventeen Danish (One is prune). 
Coldene—the Modest cold tablet (All 
it does is make you feel good.) 
ahhhhhh Nature - ahhhh Choo! 
Some women should never wear 
slacks. One ...Two...Three... 


Gee. 





The P-K-L headlines really begin 


to talk when seen, for a good many 


of them depend on something ap- 
proaching a visual pun. Julian Koe- 
nig’s body copy is characterized by 
clean, supple, simple and short sen- 
tences. It bears repeated examina- 
tion. Each syllable is polished and 
counted as carefully as those in a 
Marianne Moore poem. Prose, re- 
gardless of its media, is the heart of 
the agency. “Julian’s body copy can 
make excellent ads brilliant,” says 
George Lois, two compartments down 
from Mr. Koenig. 

Mr. Lois is first vice president and 
creative director. This itself is un- 
usual since the creative director 
usually comes from the copy side of 
the agency; Mr. Lois is on the art 
side. 

In an _ open-collared seersucker 
shirt, Rabelaisian Mr. Lois is on 
the floor talking to someone on the 
phone and also directing an assistant 
in how to crop a Wolfschmidt ad. 
Mr. Lois is talking to Jim Galbas, a 
photographer who has done the ad 
which features a striking picture of 
Tina Louise. “The ad starts off,” Mr. 
Lois kids, “ “Tina Louise asks blah 
blah blah.’ That’s enough . . . What! 
You crazy Greek. You know what I 
got in my hand? A bundang. You 
know what that is? One of those 
sticks they beat people with . . .” 

He hangs up eventually. “This guy 
is absolutely crazy,” he says, “—a 
big Greek with a Southern accent and 
a beard, Tina Louise was mad 
about him, and he wanted to take 
Wolf- 


schmidt.” He leers affectionately at 


pictures. I’m Greek, too. 
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Dunnan & Jeffrey, 


730 Fifth Avenue 
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PLaza 7-9500 
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the cropped ad which the assistant 
brings back. 
know 


whether U’'ve ever made a presenta- 


“Presentations? I don’t 


tion or not. We got accounts. I’m 
trying to remember how we got 
Allerest, the number one big one. . . 
The man had asked for presentations 
from 10 or 12 agencies, and he was 
terrifically disappointed. Somehow 
he got our name and gave us a call. 
So Koenig and I went up to see him 
and went back two days later with a 
bunch of pencil roughs. Roughs, like 
this.” He drew some. 

“I do more than push pictures 
around. Like some nine or 10 other 
guys in this business I can do the 
whole thing, including a fair head- 
line. But these guys around here can 
take one of these ideas and make it 
sing. And the media department 
knows how to use it. Strong media 
department, strong creative depart- 
ment, good art—we're staying in 
business . . .” 

What does the rest of the ad world 
think of its prodigy? There will 
always be some controversy where 
taboos are smashed and imagination 
uproots tradition. 


Plethora of Homilies 
“We have a lot of 


around here, you know, ‘honesty is 


homilies 


the best policy,’ like seven epigrams 
of the day,” said Mr. Papert. “In our 
presentation we list seven, and num- 
ber six—you don’t want to hear 
these clichés, do you?—they seem so 
trite depending on what time it is. 
But numbers six and seven are good. 
You don’t want to hear them; I be- 
lieve them; I just can’t recite them. 

“At the end of the presentation, 
we have a thing like this: ‘Just as 
we share our clients’ convictions 
about their products, so they must 
share our convictions about advertis- 
ing os 

“You know,” he interrupted him- 
self, “No matter how big we get, 
I hope we don’t lose track of some 
of the feeling we get around here 
now for things. This is a strong 
agency. We do things the best way 
we can for the client, and if he 
doesn’t agree, we don’t let him clob- 


° 


ber us. We pull our own wagon... 








a 






In the picture 


Sylvester L. (Pat) Weaver Jr. has been appointed president of M-E Productions, 
the radio and television division of Interpublic, Inc., it has been announced by Marion 
Harper Jr., president. With the advertising and marketing company since 1959, Mr. Wea- 
ver will continue as chairman of the McCann-Erickson Corp. (International), which directs 
Interpublic’s overseas offices in 22 countries. In his long career in advertising and broad- 
casting, Pat Weaver has been manager of the radio department of Young & Rubicam, Inc., 
and later vice president and director of radio-tv for that agency; president and chairman 
of the National Broadcasting Co., and marketing and advertising consultant for Kaiser In- 
dustries. He was also advertising manager for the American Tobacco Co. under George 
Washington Hill. Mr. Weaver is a magna cum laude graduate of Dartmouth. 








Mort Werner, who has had a widely diversified background in the creative areas of 
television, has become head of the NBC-TV program department, with the title of vice presi- 
dent, programs, television network. With NBC once before—from 1951 to July 1957—Mr. 
Werner was producer of Today, executive producer of that show and Home and Tonight, 
director of participating programs during 1955 and then national program director for 
the network. At the time he left NBC to become vice president in charge of broadcast ac- 
tivities at Kaiser Industries he held down the position of vice president, television day- 
time programs. Mr. Werner joined Young & Rubicam, Inc., in October 1959 as vice president 
and radio-tv director, later becoming a senior vice president and member of the agency's 








executive committee, the post he now leaves to rejoin NBC. 





Dr. Norman Young (1.) and Stanley DeNiseo (r.) have 
been elected vice presidents of Ted Bates & Co., Inc. Dr. Young 
was appointed an assistant vice president in December 1960, not 
quite a year after joining the agency from Mogul Williams & 
Saylor, Inc., where he was director of research. An account sup- 
ervisor, he is part of the account group for the Wallace lab div- 
ision of Carter Products, Inc. Mr. DeNisco is manager of the 
science department at Bates, which he joined in 1952. Previously | 
he had served in the post of manager of the technical service de- 
partment of Charles Pfizer & Co., Inc. 





Louis Wolfson, vice president of Wometco Enterprises, Inc., has been appointed di- 
rector of the broadcast interests of the company, according to an announcement from 
Wometco headquarters in Miami. He will serve as liaison between the various broadcast 
activities of the organization, and all tv and radio executives of the company have been in- 
structed to report to the Wometco board of directors and president through him. It is ex- 
pected that this new executive alignment will increase cooperation and efficiency, central- 
ize responsibility and speed the flow of communications throughout the Wometco broad- 
cast system. The radio and tv stations which Wometco Enterprises owns, operates or is 
afhliated with are wrvy Miami, wLos-Ttv-AM-FM Greenville, Asheville and Spartanburg in 
the Carolinas, wrca-Tv Jacksonville and Kvos-Tv Bellingham-Vancouver. 


Everett H. Erlick has been elected vice president and general counsel of American 
Broadcasting-Paramount Theatres, Inc., it has been announced by Leonard H. Goldenson, 
AB-PT president. Mr. Erlick will be in charge of all legal and business affairs of the com- 
pany and its divisions, reporting to Mr. Goldenson and to Simon B. Siegel, financial vice 
president. Mr. Erlick comes to AB-PT from Young & Rubicam, Inc., where he was a vice 
president in the radio-tvy department; he had gone with Y&R as a member of the agency's 
legal staff in 1951. Born 30 years before in Birmingham, Ala., he graduated from Vander- 
bilt University in 1942 with Phi Beta Kappa honors and entered the Air Force shortly 
afterwards. After the war he went to Yale Law School, graduated in 1948 and worked with 


the New York law firm of Engel, Judge & Miller before joining Y&R. 


















UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Cheboygan 


Traverse City 
One Rate Card 
Covers 25 Northern Michigan Counties 


INCLUDING a big chunk of the U. P, 
end parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 8. 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. B. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Sam Ballard, president of Geyer, 
Morey, Madden & Ballard, doesn’t 
mind mix-ups in the corporate name 
such as Guyon, Marley, Madman & 
Ballast. The mailboy can straighten 
those things out. But a real crusher 
came in recently, and he doesn’t 
know how to handle it. It was a let- 


| ter addressed to Geyer, Morey, Mad- 





den & Ete. 
* es 2 
Have heard about the new 
Israeli tv series? It’s called Never on 
Saturdays. 


you 


od ae 

Sometimes it’s best to leave well 
enough alone. Well enough, in this 
case, being the daily newspapers. 
Dick Salant, president of CBS News, 
recently tangled with well enough (in 
the form of the Christian Science 
Monitor) and probably wishes he’d 
left him alone. Mr. Salant simply 
called attention to a misstatement of 
fact in an editorial in that respected 
journal. The editorial called for an 
enlarged and revived “Doerfer plan” 
for the networks, suggesting that they 
“accept a rotating obligation to pre- 
sent cultural or informational pro- 
grams in prime time several nights 
a week.” (Ed. note: italics supplied. ) 

The disputed comment was to the 
effect that “any network” is reluctant 
“to schedule even something as topi- 
cal as a documentary on rocket flight 
opposite, say, The Untouchables.” Mr. 
Salant, understandably proud of a 
program called CBS Reports, which 
has been running opposite The Un- 
touchables for almost a year, set the 
record straight. 

But the editorial writer answered 
the letter, proving that well enough 
should too be left alone. All he meant, 
he said, was that low ratings ought 
to be spread around a bit, and he 
really did watch CBS Reports. Then 
the kicker: “Hence our suggestion 
that the tv industry commit itself to 
a substantial schedule of cultural and 
informational programming during 
prime-viewing time every day [italics 
again supplied] on a basis of rotation 
among the networks.” 


Another letter, and who knows, we 
might be getting the stuff on the hour. 
* * * 

Why very few listeners were show- 
ing up in Prospect Park in Brooklyn, 
N. Y., to hear “concerts” of recorded 
Shakespearean plays was discussed 
recently in the New York Times. 

How can you expect people to sit 
and listen to a lot of Olde English 
poetry, argued several passersby to a 
Times man. “They want action,” said 
one. “This is an audience of the Tele- 
vision Age.” 

Like hell it is, we thought. Our 
“audience” just loves Shakespeare. 

* * x 

The eagle-eyed wife of one of the 
staffers here caught something in a 
Cashmere Bouquet commercial on the 
air that she says “just ruins the whole 
thing” for her. Plot of the spot is 
how a girl met her husband “seven 
years ago” when her hat blew off and 
he rescued it from one of the foun- 
tains in front of the Seagram Build- 
ing on New York’s Park Avenue. As 
the wife pointed out, the Seagram 
Buiiding—clearly identifiable in the 
spot—wasn’t there seven years ago. 

Well, maybe so. But maybe the 
girl was—just waiting for the hat, 
the building and the husband to ma- 
terialize. 

** * 

We learned from BBDO’s latest 
newsletter that Lucky Strike, with 
the agency’s connivance, has come up 
with a new nonsense campaign for 
the nation’s college campuses. The col- 
lege selling has been going on for 
eight years, during which time BBDO 
has used a humorous approach. The 
latest innovation in this drive is a 
form of journalistic therapy, Dear 
Dr. Frood. You write in your prob- 
lem and you get it solved. Sample: 

“Dear Dr. Frood: 

“I am 20 years old, and I am about 
to marry a very nice, well-to-do man. 
He is 92 years old. Do you think the 
severe gap in our ages will affect our 
happiness? 

“Dear Fiancee: 


“Not for long.” 



































TAKING THE REWIND BREAK 


(or the Pause that Refurbishes) 


Once a month there’s silence on the set, when General Film’s 
newsy REWIND arrives in the mail... 

REWIND is rich in expert, up-to-date articles about equip- 
ment, new techniques, processing methods, jobs, confer- 
ences, conventions and other information vital to film 
production. 

To subscribe to REWIND simply send in your request and 
state your type of work. It’s distributed free of charge by 
General Film Laboratories, where unique service to the 
industry has made General the undisputed leader in the 


film processing field. 
GENERAL 


FILM LABORATORIES 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central aivision / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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CHANNEL 2 


“Yankee Doodle Time” developed by WGR-TV brings a new department store format to TV programming. This exclusive, 
live, in-store promotion is a daily feature that has sold Buffalo’s most active merchandiser—Adam, Meldrum & Anderson 
Company—on the continual use of Buffalo’s most active station, WGR-TV. To sell Buffalo, get active with WGR-TV. 


WGR-TV CHANNEL 2 NBC BUFFALO,N.Y. A TRANSCONTINENT STATION 


sented by 


« KERO-TV, Bakersfield, Calif. 


WROC-FM, WROC-TV, Rochester, N. Y. 
KFMB-AM, KFMB-FM, 


WGR-AM, WGR-FM, WGR-TV, Buffalo, N.Y. » 
KFMB-TV, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. ,,. oo a ll 

WDAF-TV, WDAF-AM, Kansas City, Mo. 
TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 








